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GREENFIELD Sales 
are CREATED by display / 


| OT long ago a Greenfield salesman called The other man drew nearer, looked at the 


at a dealer’s to demonstrate the new set closely, and said: 


Greenfield Adjustable Pipe Stock and Die “Yes! And this is a Greenfield. You can 


Set. bank on any tool with that name on it.” 


The outcome of this accidental display was 
the sale of two Greenfield Pipe Stock and Die 


As the dealer was busy with a customer, the 
salesman placed the Greenfield demonstrat- 
ing set on the counter, opened the attractive Sets. These men, it was learned, came in to 
buy other things. 
and the bright red stock . . 


. reminded them of their need for pipe 


display case, and stepped to one side. The attractive display ... 
. caught their eyes 


A moment later two men came in and walked 


slowly down the aisle. Suddenly one of the 
men’s attention was attracted by the bright 


red enamel stock in the Greenfield Pipe 


tools. And the Greenfield reputation for fine 


tools closed the sale! 


Since this incident, this *dealer doesn’t need 


Threading Set. 


ing at the set, and called to his friend: 


He walked over, began look- : , . 
any urging to display prominently the com- 


plete line of Greenfield small tools. 


We have an attractive new counter display 
board for Stock and Die Sets. Ask for one. 


“Jim, here’s something we'll need when we 


put that pipe line through to the new barn.” 


*The name and address of the dealer will be gladly furnished 
upon request. 


New York: 
15 Warren St. Canadian Plant: 
Chicago: Greenfield Tap & Die 
Git W. Washington Bivd. Corp. of Canada, Ltd. 


Detroit: 
228 Congress St., W. 


Galt, Ontario 


GREENFIELD. MASS.,.U.S.A. 





H. A. Oct. 10, 1929 
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Tools for the Handy Man, Carpenter, 


Electrician and Plumber 





Greenlee Tools satisfy your customers as only the 
finest tool products can. Made to the closest limits pos- 
sible, they do their work accurately and with very little 
effort. Because they are made from high grade steel 
and are built by expert workmen, they last for years 
and need little attention. 


Greenlee makes a bit for all boring purposes; a 
chisel for all kinds of work; and expansive bits and bit 





extensions to handle boring of various sizes and depths. 
These tools together with Greenlee gouges, draw 
knives, punches and cutters serve woodworkers, elec- 
tricians and plumbers the world over. 


Your customers know and want good merchandise, 
so why not concentrate on Greenlee Tools. They sell 
readily because they are better made, and they keep the 
trade coming back to your store. 


GREENLEE TOOL CO., Rockford, IIl. 


District Sales Offices: New York, 15 Warren St. 


Boston: 34-38 Binford St. 
San Francisco: Sheldon Bldg. 





Philadelphia: 2401 Chestnut St. 
Los Angeles: 1301 Washington Bldg. 


Nashville: 604 Cotton States Bldg. 
Seattle: L. C. Smith Bldg. 














. sweniedions 
oe, HAR 
DWARE 
AGE for OCTOBER I 
0, 19 
10, £929 


iu 


of Union 
4 carbon CF 











ide 


Carb 
poration 








ancisee 


San Fr 








HARDWARE AGE for OCTOBER 10, 1929 








“THE SAW MOST CARPENTERS USE” 
APPEALS TO THE AMATEURS, TOO 





THIS FREE DISPLAY CASE 
SELLS SAW FILES FOR YOU 


Order the Disston Saw File 
Unit from your jobber and get, 
free, the all-metal display case and 
stock container shown above. Put 
the case on your counter or show 
case and let it make the sales. 

You get the case by buying 
only six dozen files in the fastest- 
selling sizes: 


¥%% dozen 5-inch 6-inch 
2 dozen 5¥4-inch 7-inch 


The files are the new Disston 
Special Extra Slim Blunt, which, 
because of their design, enable the 
user to do better work. 


3 dozen 
4 dozen 





|. PISSTON “ 
| Featherweight Pocket Level | 


pete oan eae 


sligneca 
eee 


POCKET LEVEL DISPLAY 
MAKES MANY EXTRA SALES 


The new Disston Featherweight 
Pocket Level sells itself when you 
display it on the card shown above. 

It is 9 inches long, weighs only 
2 ounces, has three proved glasses, 
and it is the handiest and light- 
est pocket level. Made of air- 
plane aluminum alloy. 

The Pocket Level Display Unit 
consists of six levels, five in at- 
tractive individual boxes, with the 
sixth mounted on the colored dis- 
play card. Order “Disston A-10 
Level Unit” from your jobber. 














Amateur mechanics—the “handy 
men” who like to make things at 
home—always are good customers 
for Disston Saws, Tools and Files. 
But some hardware merchants 
make the mistake of showing and 
recommending lower grade saws 
to men who are not mechanics. 

That is a mistake, because the 
amateur needs Disston Saws. He 
needs at least two of them: an 
8-point for cross-cutting and a 
5%%4-point rip saw. Many retail 
salesmen have greatly increased 
their sales by suggesting the pur- 
chase of a rip saw, as well as a 
saw for cross-cutting, showing the 
two kinds at the same time. 

Amateurs have money to buy 
good saws: Disston Saws. We 
are telling them why they should 
have them, in our advertising. 


| This is what we say in the 


magazines : 

“For better work, you need Disston 
Hand Saws, made with Disston skill 
from Disston Steel: the world’s great 
cutting steel, produced only by Disston 
in Disston’s own steel furnaces.” 

“The new Disston Hand Saws are 


' finer now than ever before—improved 
in every feature. 


Lighter blades, for 


easier cutting; narrower blades save 


, Strength; true-taper ground, faster cut- 


ting; thin, yet stiff; true running; new 


| weatherproof-finish handles; better bal- 
| anced. They will run with less set, cut 





faster, cut easier and stay sharp longer, 
than any other hand saws ever made.” 

“Ask for Disston! Not only hand 
saws, but every other type of saws for 
bench or machine work.” 

The retailer who sells Disston 
Hand Saws to the amateur me- 
chanic, as well as to the carpenter, 
never has cause to regret it. 
Disston Hand Saws make friends 
for the hardware merchant. 








TIT... ‘HENRY DIsstON 
Wiwin 4" esiipemamens, 
vw 


YOU'LL WANT THE NEW 


‘ 


No. 115 COMPASS SAW 


A Disston invention, like most 
improvements in saw making. 

A plunger in the handle (illus- 
trated) locks blade in place, in- 
stantly, doing away with screws, 
levers, etc. Pressure on plunger 
releases blade. 

Blade may be inserted with 
teeth up or down. Handle has 
square top, which does not inter- 
fere with work when blade is re- 
versed for undercutting, etc. 





Plunger Adjustment—Two-thirds Actual Size 
PATENT APPLIED FOR 





Blade is true-taper ground, like 


a Disston Hand Saw. It cuts 
easier and faster. Handle has 
new Disston weatherproof finish. 

The new Disston No. 115 Com- 
pass Saw comes with either 12” 
or 14” blade, 8 pt. Our No. 1150 
14” nail-cutting blade fits the same 
handle. 

Your ene can supply and 


Henry inne & Sons, Inc., 
Dept. 1, Philadelphia, U. S. A. 


Please send me, without obliga- 
tion, information on 
..Disston Saw File Unit. 
Paes Disston Pocket Level Unit. 
..Disston No. 115 Compass Saw. 





: Name 


; Address 


aorery | 


Published by HENRY DISSTON & SONS, INC., Makers of “ The Saw Most Carpenters Use,’”” PHILADELPHIA, U. S. A., Canadian sPedane, eres 
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The Only 
Guaranteed 
CANS 


WITT CANS are heavier 
and of much better con- 
struction than the ordinary 
kinds. Many points of su- 
periority. Hundreds of 
thousands of customers 
readily pay more money 
for them. 


Approved by Good House- 
keeping Institute and Pris- 
cilla Proving Plant. 





Nationally adver- 
tised in Good 
Housekeeping and 
other publications. 





For more than a quarter century, thousands of stores 
have demonstrated through their increasing sales of 
WITT CANS that quality merchandise can be sold in 
greater volume at a better profit for the merchant and a 
saving for his customers. 


If you haven’t been enjoying a share of this satisfactory 
business, the present season offers you an opportune 
time to start. Phone or wire your jobber today. 


THE WITT CORNICE COMPANY 


Can Specialists Since 1899 
2114 Winchell Ave., Cincinnati, Ohio 
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makes 


an 
astounding ; 


announcement. 





SEE DETAILS ON NEXT TWO PAGES 
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LL RETAILERS AND WHOLESALERS will be intensely ane 


ested in Vichek’s latest development in the small tool industry. 


The extended Vichek line now makes it easy and simple for you as a 
wholesaler or retailer to standardize your wrench line with Vichek— 
the dominating line of carbon and chrome-molybdenum wrenches— 
Quality Merchandise, Sensibly Priced. 


Acceptance of the Vichek Idea in two years made Vlichek the leader 
in the small tool industry ... And now—the greatest production 
of small tools by any one manufacturer today—remarkable im- 
provements in manufacturing processes never before thought possible 
—the complete application of the Vichek idea brings— 


A Big Line of Individual Vichek Wrenches at 
Vichek’s Sensible Prices 


Now an extended line of types and sizes of fine wrenches are available at the 
same sensible prices that made the VIchek Fitz-All Wrench Set—Vlchek Punch 


and Chisel Set—the sensation of the trade. 

Chrome-molybdenum, toughest of steels, is used in these new Vichek Chrome- 
molybdenum Wrenches. The Vichek Parabolic (pear-shaped design) gives them 
extra strength and makes them easier to use—like other Vichek tools, they are 
too good to need a guarantee, but are fully guaranteed for your satisfaction. 


Chrome-molybdenum Parabolic Chrome-molybdenum Parabolic Brake 
Nickel finish Engineers’ Wrenches Adjusting Wrenches Nickel Finish 


~/ ee 


In all sizes 1021 to 1041 inc. 
This wrench size 1027 price $—.40 For Ford Model A and Chevrolet 
This wrench size at a sensible price 





Chrome-molybdenum Parabolic Vichek Parabolic Ebony Semi- Finish 
Tappet Wrenches Nickel Finish Cuttin Dinsk Weemtes 


30 degrees and straight head—in 4 sizes 
This Wrench size 94 price $—.63. 












In all sizes 21 to 41 inc. 
This wrench size 27 price $—.23 
Chrome-molybdenum Parabolic Chrome- molybdenum Packing 
Tappet Wrenches Nickel Finish Pump Wrenches Nickel Finish 


15 degrees both ends in 5 sizes. With 9 different 
openings. 
This wrench size 94 price $—.55 











ee es Tae 
Po Ses 


co SER aR en gor ee 
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| ORIGINAL VLCHEK IDEAS WON VLCHEK 
LEADERSHIP 
These Vichek originations are the outstanding new merchandising ideas 


in the small tool industry. The Vichek idea* has made small tools really 
important and profitable items for wholesalers and retailers to sell. 


, Vichek All-Purpose Punch and 
Vichek Fitz-All Wrench Set Chisel Set 





The largest selling wrench set in the world. 





| Vichek Star "S" Wrench Set The largest selling punch and chisel set 


~ in the world. 





Chrome-molybdenum Parabolic 
Wrench Set 





The largest selling "S” wrench set in the world. 





a | Chrome-molybdenum Tappet Set 





Th i igh- 
The largest selling tappet wrench set in theworld. wdangees _—_ _— attey wrench set 


Vichek Wrench Klerk 


Vichek Fitz-All 
Wrench Unit 











{ Five times more A new and fast- 
| sold in six selling unit of 
| sets and individ- 


months than all 
wrench boards 
combined. 


ual wrenches 
displayed on 
an attractive 
display easel. 





THE VLCHEK TOOL COMPANY . Cleveland, Ohio 





| [ *What is the Vichek Idea? .... It is an original basic thought applied to manu- || 


facturing and merchandising .... Quality tools produced at a price and ~ 
T packed in a way that big volume sales by wholesaler and retailer will result. | 


Copyright 1929 The Vichek Tool Co. 


* 
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SIEIRTIES “S" Mower 


HE highest grade lawn mower ever built, ap- 
tie to the best trade. Now in its second 
season with a proven record as a sales-producer. 
Pressed steel construction. More durable than the 
ordinary mower. Moving parts mounted on radial 
ball bearings which require no adjustment. Quiet. 
Fully guaranteed for workmanship and materials. 


Style-BB Mower 


i in quality at low price. 16-inch cut. 
9-inch wheel. 52-inch revolving cutter, with 
4 blades of high-grade tool steel. Pressed Steel 
Wheels and Side Plates. Internal gear drive; radial 
ball bearings which require no adjustment; sliding 
pawl ratchets. Height of cut adjustable 1 inch to 
1% inch. Materials and workmanship guaranteed. 
A good mower to meet—and beat— competition. 








ALSO, a complete line of hand, -notor, 
and horse-drawn mowers, «very one 
guaranteed by the world’s largest man- 
ufacturers of quality lawn mowers. 


Write for complete specifications and prices 


Philadelphia Lawn Mower Company, Inc., 4250 WISSAHICKON AVENUE, PHILADELPHIA, PA. 








eine a 
New Distinctive Hack Saw 
Packed in a Distinctive Box 

The Fast Selling Smonds Red Streak” 

"The Blade With The Red End 


Simons PED STREAK viacy ilies 


HARD 2Dere sine mands 
ee ees Loe HAND BLADES 


The Blade we, 
STERL 






















ROMS saw aren, con the Med Ena 
O-. FIT Chm, MASS. 15.5 9 






OR more hack saw sales, quicker turnover and better profits tie in 

with the big SIMONDS sales plan which is now putting over to the 
user, the BEST HACK SAW BLADE EVER MADE. It is the “RED 
STREAK"'—a SIMONDS HACK SAW which is the result of years of 
test and study to make a blade of much better qhality and distinctive 
from the sales, and every other standpoint. Mechanics acclaim the 
“RED STREAK” as the BEST THEY HAVE EVER USED. They are 
demanding the HACK SAW BLADE WITH THE RED END. Here is 
your opportunity to sell a distinctive hack saw blade quickly and with 
profit to your store. ° 












Easily recognized. Strongly advertised and supported by customer de- 
m Ask YOUR JOBBER about this—the hack saw blade with the 


RED EXD 


SIMONDS SAW AND STEEL COMPANY 


“The Hack Saw Makers” 
ESTABLISHED 1832—FITCHBURG, MASS. 








Chicago, Ill. New York City Atlanta, Ga. Los Angeles, Cal Toronto, Ont. 
Boston, Mass. New Orleans, La. Portland, Ore. Seattle, Wash. Vancouver, B. C. 
Detroit, Mich. Memphis, Tenn. San Francisca, Cal Montreal. Que. St. John, N. B. 






SIMONDS 
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FIGURE IT OUT 
FOR YOURSELF 


then tellus -- Do you want to 
get in on the “Sheer Comfort” 


ao . F , * 
- Nplate 0. Virbhcrwe — 


Campaign 


4 é E’RE out to “Split a Million”? among live 


dealers. We say that from the experience of hun- 
dreds of dealers who, in less than 10 months time, 
have handled more than three quarters of a mil- 
lion dollars worth of **‘Sheer Comfort”’ Heat Regu- 
lators before a line of consumer advertising had 
appeared. They’ve sold them faster 
than they or we ever dreamed possi- 
ble. That proves that the need and 


want exists. 


9 out of 10 homes need and want 





**Sheer Comfort.”’ And here’s why — 

millions of homes burn coal or coke.‘*‘Sheer Com- 
fort’? Heat Regulator gives home owners with 
coal, coke or gas-burning, warm-air, hot-water or 
steam-heating plants, the same automatic tem- 
perature control over their furnaces that homes 
using oil burners now have. It will save from 20 to 
25 per cent of the yearly fuel bill. 
Frequently it saves its entire cost 
the first year. It’s cheaper to have 
than not to have, for ““Sheer Com- 


fort’? saves health and it saves 





money. And it costs only $48. 


Thousands of heat regulators selling for $100 and 
more, have been sold and installed—yet most heat 
regulators are too expensive for the great mass 


market—and that’s where your profits come from. 








Starting with the September 28th issue of the 
Saturday Evening Post, we’re telling millions 
of home owners—‘‘Now you can get a heat regu- 


lator for only $48.”’ 


This National sales creating advertising 
campaign will reach more than 6,750,000 homes 


reading the Saturday Evening Post, the Literary 


SHEER 











COM 





Sane Sei 











HARDWARE AGE for OCTOBER 10, 1929 13 





Digest and the American Maga- 
zine. We know that $48 “clicks” 
with the great mass market—espe- 
cially when *‘Sheer Comfort”’ saves 


more than it costs. 


That’s one step in our ‘‘Split a 

Million”? campaign. Then there are—Helps to 
help you sell—a sales creating window and 
store display that will tie all of this ‘“‘Sheer Com- 
fort”? National Advertising to your own store. 
Using this display makes this National Advertising 
your advertising. It’s a silent salesman for you. 
And there’s sales making literature that you can 
send to your customers and prospects paving the 
way for personal 
calls or inviting 
them to your store 
to see what this de- 


vice will dofor them. 





Another step is the 
“Sheer Comfort” 3 Minute Demon- 
stration — Demonstrations make sure fire sales 
and this demonstrating kit lets you show your 
prospects in your store or in their home just how 
**Sheer Comfort”’ regulates their furnace. You can 
show them the four exclusive ‘‘Sheer Comfort”’ 
features and how simple it is to install. Its action 
appeals and makes sure fire sales. More than 700 
of these kits are in use with salesmen making 


house to house calls — and are they selling? 


But don’t overlook the most important thing 


FORT 





heat Regulator 


THE SATURDAY 
ST 





in this proposition —there’s 
Adequate Profit—and people 
buy “Sheer Comfort*’. Take 
your own pencil and figure wheth- 
er you want to get in on this 
“Split a Million” Campaign. 
‘Sheer Comfort” sells for $48 installed. It costs 
you $22.75 f.o.b. factory. Your gross is $25.25. 
Can you use this profit? That’s only one picture 
of profit possibilities. The other is—can they be 
sold in sufficient quantities to make an interest- 
ing volume of profit? Here’s an answer to that. 
Here’s a dealer in a town of 26,000 population sold 
30 in 6 months. That’s a gross profit of more 
than $757.50 — does that look good? Here’s one 
in a town of 8,500 population sold 15 in 4 months. 
A gross of $378.75. 
Here’s another in a 
town of 26,000 sold 47 
in 5 months. A gross 


of $1186.75, not bad. 





You can get your share of this “Split a Million’? campaign 
if you get going now. You can get ‘Sheer Comfort” Heat 
Regulators from your regular jobber or direct from the 
factory. They are simple to install—you don’t have to shut 
down the furnace to install it—and now is the time to 
cash in, just when people are conscious of the need. 


Don’t wait—act now—for ‘“‘Sheer Comfort’’ is 
going to “‘Split a Million” among live dealers—get 
the full details of our special proposition— 
write — wire — or use the coupor now— 


get your share of the “Sheer Comfort’ 


oT : e ° ad 
AYE a. WiMhcrw Campaign 


H. M. Sheer Co., 212 Hampshire St., Quincy, Ill. 


How do I get my share of your “Split a Million” Cam- 
paign. What’s your special proposition? 





EEE ee Tee ESE EET OTT CECE ee 
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On More Than 30 
Popular Radio Stations 


A detailed list of the radio stations care 
rying the Coleman Programs in your trad- 
ing area will be sent on request. This list 
will give you the name, call letters and 
location of each station,as well as the day 
and the hour that Coleman is “on the air”. 


You are invited to tune these Coleman 
Programs right into your store. Most of 

the broadcasts will come through in the 
» : 





mn 








day-time, during your regular business 
hours. There is no better way to tie up 
with Coleman Advertising and identify 
your store as local Coleman Headquarters, 











The Coleman Radiant Heater 
“Carry It Anywhere” 











The Coleman 
“The Sunshine Lantern 
of the Night” “The Light of a 
Thousand Uses” The Coleman Iron 






“Smooths the Way The Coleman Water Heater 
On Ironing Day” 
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..- All Over the Dial 
..- All Over the Country 
..-5 Days a Week! 


ATION-WIDE coverage on 30 
odd stations... backed by the 
usual strong Coleman advertising in 


the leading farm and town publications! 


Stations have been carefully chosen 
to reach prospects for Coleman mer- 
chandise in cities, in small towns and 
on farms... everywhere! No matter 
where you are located, not only one 
but several stations will be pouring 
their messages into your trading terri- 
tory. 


The Coleman Programs have been 
skillfully planned to provide entertain- 
ment and special features especially 
interesting to the suburban, country 


and small town listeners who make up 
your main market. 


Now is the time to cash in on Cole- 
man broadcasting. You can do this by 
displaying Coleman merchandise in 
your windows and store. Send for the 
special window display material to help 
you hook up with this new Coleman 
selling help. 


And remember it pays to carry the 
full Coleman Line, to show and talk 
the full line! One sale helps another. 
Among the Coleman household appli- 
ances shown below there are one or 
more items your prospects need, and 
they’ll all be mentioned from time to 
time on the Coleman Radio programs. 


THE COLEMAN LAMP & STOVE COMPANY 
General Offices: WICHITA, KANSAS, U.S.A. 


Factories: Wichita, Chicago, Toronto. Branches: Philadelphia, Chicago, Los Angeles 


The Coleman Utility 
Burner for Your Crosley 
Icyball and dozens of 
other home uses. 






The Coleman Bungalow Cooker 
—a handy “extra’”’ stove for 
laundry, basement, etc. 












(FD6) 







The Coleman 
7 Air-O-Gas Range 
__ “Just Like City Gas” 
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Arment tools for years know there is no 
more staple—more profitable line on the 
market. 


[J aemene who have sold Champion-De- 


They know what 43 years of Champion-De- 
Arment tool making experience means. They 
know that every tool of this famous line is care- 
fully designed by skilled mechanics who know 
what tool is needed to do each job and can 
create the tool to do that job right. 


If you have never handled Champion-DeArment 
tools you have passed up a good bet. Send to- 
day for a big catalog showing the complete 


line. Eastern 


Representatives 
Livingston-Cooper Corp. 
109 Lafayette St. New York 


No. 151% Nipper Grip Hammer, illustrated here, is a 
fine example of Champion-DeArment quality. High 
polished, full octagon poll, perfectly fitted with selected 
white hickory handle. Correct “hang” and “Anvil 
Tested”. A real Hammer. 





Hammers—Carpenters’, i 3, hinists’, ball pein, tinners, ete. Cold 
Chisels, Anvil Tools, Horseshoers’ H s, Nippers, Pincers, Hoof Parers, ete, 













NIPPER 
GRIP 
CLAWS 





pages assets y 


-2 
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A line of New and Improved 
Fabrikoid Fabries 


New Surface — Easy to Clean 


Greater Beauty—N ew Patterns 


fe du Pont Company now offers to 
retailers for fall selling this New 
and Improved line of Fabrikoid Fabrics. 
A new surface treatment recently de- 
veloped by the du Pont laboratories 
makes this beautiful new fabric readily 
cleanable. This new smooth surface makes 
for entirely satisfactory and easy cleaning. 


A line of lovely new patterns in beauti- 
ful linen effects—impressed right into the 
fabric so that they cannot be washed 
out. Charming new colors to blend with 
the colorful home interiors of today. In 
shott, a most attractive and profitable 


line-of new fabrics that, because of thalr 
beauty, soft draping qualities.and laundry 
saving advantages, sellon sight. Made 
up into hemstitcHed and edged table- 
cloths, ranners, bridge covers, doilies and 
luncheon sets. Also“ obtainable in Toll 
goods. NN an" 


In order to'be.sure thatyou_ are getting 
genuine du Pont materials—look for the 
standard oval om the boxed items and 
accept none which does not Rave this 
quality mark of identification. Your 
customers know thé advantages in buying 
a genuine du Pont fr This name 
will help you make additional sales. 


# 


The new patterns and ee in the New 
and Improved Fabrikoid Babries are®eady 








for your inspection. Ask your jobber to 
show you samples of this new and profit- 
able line or sigti the coupon below. 





E. 1. DU PONT DE NEMOURS & CO., ING. 
100 Du Pont Avenue, : H.Awy 
Newburgh, N. Y. 


Kindly forward me‘ samples and/iaformation on your New 
and Improved Fall Line of Fabrikoid: Fabrics, 


Name... 
Address... -. 


Gity::.... dees > 2 UStare 
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Dawe these articles 
for quick turnover 









































Atwater Kent Manufacturing Co. 
Florence Stove Co. 
International Silver Co.—Rogers Bros. 1847 
Singer Sewing Machine Co. 
Chevrolet Motors 
Crane Co. 

Huenfeld Co. 

National Enameling & Stamping Co. 
Perfection Stove Co. 
American Gas Machine Co. 
Coleman Lamp 
Lindemann & Hooverson 
LePage’s Glue 
Boston Woven Hose Co. 
General Electric Co. 

Wall Paper Manufacturers’ Assn. 
Taylor Instruments 
Landers, Frary & Clark 
U. S. Rubber Co.—Jar Rings 
Crosley Ieyball Refrigerator 
New York Wire Cloth Co. 


These products will be advertised in Household Magazine 
in 1929. 


HE manufacturers of these articles realize the import- 

ance of reaching the profitable small town markets. 
That is why they are telling their sales story month after 
month to the more than a million and a half women— 
hundreds of them right in your own town—who read the 
Household Magazine. 


These Household readers are progressive, prosperous 
buyers who must be’ cultivated if you want to keep your 
store in the black. They are familiar with the newest 
modes in interior decorations, and home appliances. They 
patronize those stores which carry articles they know 


about. 


Attract this profitable trade to your store. Stock and 
display the articles listed above—articles which the hun- 
dreds of Household readers in your town are continually 
reading about and with whose merits they are acquainted. 


If you would like to receive the monthly reports of 
The Household Searchlight findings, so as to keep 
in close touch with your customers’ interests, write 


Dept. H. A.-10, The Household Magazine, Topeka, 


Kansas. 


Tee HOUSEHOLD MAGAZINE 





A Capper Publication 














ALFRED C.GILBERT,PRESIDENT 


Ae Gillbieyt 








MANUFACTURERS OF GILBERT TOYS 
POLAR CUB ELECTRICAL PRODUCTS 


TO OUR CUSTOMERS: 








Push Polar Cyb Products at Popular Prices and Promote Profits. 


As Distributors of the Polar Cub Line, we take pleasure in 
bringing to your attention the following National Advertising 
Campaigns an Beyer Cub Products. 


Full page bing ‘guble page spreads in colors of the line are 
being show: By: Jhe A. C. Gilbert Co. in leading publications, 
Collier's,: | aoe Saturday Evening Post, etc. 







The Sunkist dipipr Juice Extractor is being featured by the 
Growers Exchange in the American Weekly, Voguc, 


California: 
Vanity Fairy :£ 
McCalls, Pf hep 1 Review, Good Housekeeping, Modern Priscilla, 








is$Post and many others; and in street cars, sub- 
o Broadcasting, representing in all an expen- 
»000,000. And now the Southern Cotton Oil Co., 
g@xtensive National Advertising Campaign on 
wamowdrift, has adopted and will feature the 


ie Home Journal, Woman's Home Companion, 


ways, and by 
diture of gy 


Wesson “oil and 
B85 Polar (up 


Polar Cub prod at 
list prices, ‘With 
fulfil the rapidy 
high-grade, t@box 
by The A. C. 


represent big values in quality at their 

h liberal profit for the active dealer, and 

Ly: increasing popular demand for low priced, 
ksaving Electrical Appliances. Fully guaranteed 
‘art Co. 


Herewith is an Q r blank. Kindly fill out your requirements 
for stock, ae ut 7 


Display Assortment B-50, and forward it today. 


Very cordially yours, 


ba | A fod 


President. 


FW HAVEN NEW YORK LONDON 











&&, Polar Cub 


MOTOR VIBRATOR 
Develops rotary motion—the 
only true form of massage— 
complete with three applica- 
tors, brush, button and cup. 


Polae Cub 
ELECTRIC 
WHISK BROOM 


Cleans clothing, carpets, furniture, 
hangings, mattresses, automobile 
upholstery—a hand vacuum cleaner 
useful in a hundred ways. 















HAIR DRYER 
Blows warm air, dries the 
hair quickly and comfortably 
after a shampoo. Very light 
and easy to handle. Saves 
expense. 


Polae Cob 
BEATER 
Made expressly for 


The Wesson Oil— 
Snowdrift People 


Mixes Mayonnaise and Batters of 
all kinds, whips cream, beats eggs, 
etc. It does the job thoroughly and 
quickly. Its powerful motor and 
double intertwining agitator aerates 
evenly. Its standard rod is curved 
to enable the use of large mixing 
bowls. The blades are easily de- 
tached for washing. 


$1 1.95 





and larger 


$7.50 






Polar Cab 
MIXERS 


Just the thing for 
Malted Milk, Choco- 
late and other drinks, 
whipping cream, beat- 
ing eggs and many 
other household mix- 
tures, 






















rianaieardat 





$2.95 


HEATER 


$] 4.95 = | ? : is Only best materials 


used from solid cop- 






SUNKIST per 11 inch adjustable 
reflector to highest 

JUNIOR grade filament wire. 

‘ Guaranteed to give as 

1IOR much heat as any 
JUICE gother heater — 600 

3 . @ watts, the maximum 
EXTRACTOR heat production pos- 


sible. 


Adopted by the California Fruit Growers 
Exchange. Provides fresh orange or lemon 
juice as quickly and easily as turning on 
a faucet. Press the fruit down gently and 
the juice gushes from the spout. Extreme- 
ly easy to clean. 





/j 
Printed in U.S.A. Form D773-300M-29 















FOUR-COLOR CUT OUTS Polar Cub 


INCLUDED IN ELECTRIC DRILL 
DISPLAY ASSORTMENT An efficient portable electric drill of 


unusual power. Takes drills up to 
and ae \Y% inch, for wood or 


~~ $15.00 


Y 

Polar Cub ventinator $] 1 50 
seve ming = air, smoke or steam from 4 
itchen, bath-room, laundry or shop— : 

Powerful motor, 10 = rated Metal slide ae Adjustable 
adjustable or may be permanently at- utter Extension 
tached. FRESH AIR FOR HEALTH. 
























FOUR INDIVIDUAL BEARS 


21 inches high 





Fly Screen Spring Suspension 


Polar. Cub 


VACUUM CLEANER AND 
WHISK BROOM — $26.45 


Two complete vacuum units do every 
type of cleaning. No more fussing with 
“attachments.”’ Also obtainable sepa- 
rately. The vacuum cleaner is standard 
size. Its powerful suction enables it to » 
do quickly a thoro job. Conveniently 
light in weight. The Whisk Broom is 
a complete miniature hand vacuum 
cleaner with independent motor, for 
clothing, furniture, hangings, automo- 
bile upholstery, stair carpets, etc. Fits 
into crevices. 


Geer $19.50 


Polar. Cub 7 










Electric 
Fans 
(In Five Sizes) il Se @ $4.95 
a. en @ $3.95 J ne @ 6.50 For 
CS OMON ssinse cele @ 4.59 10 Inch Oscillating @ 9.95 Wigs: Rte 
Polaw Cub ELECTRICAL PRODUCTS . See 
Made and Guaranteed by ollowing 
Page 





THE A. C. GILBERT CO. NEW HAVEN, CONN., U.S.A. 





_-_ 6 




















| 
Weight No. Carton Cost 
: ‘ =< lac « ei . Cos Eack 
Bee {Sbekter...........5+ Green, Gray Nickel 12x84 714 6 45 $11.95 | $8.25 | $8.00 
Bes | VEMOP......600-06 6: Gray, Nickel (Col- 
ored Handle)..... 7” long 214 12 30 1.85 3.75 3.50 
B88 | Sr. Mixer.............| Black, Grey Nickel 13x9 6 6 5 Ff 7.50 5.25 5.00 
de i. ee ee rer Gray, Nickel (Col- 
ored Handle)..... 954x7% 334 12 17 1.95 Erp 3.50 
B92 | Hair Dryer........... Gray, Nickel (Col- 
ored Handle)..... 734 x 434 234 8 24 4.95 $35 3.50 
|. ane Copper-Black. .. . 11” Reflector 
600 Watts 3% 6 24 2.95 | 2.60 1.90 
B110 | Whisk Broom....... Aluminum and 
re 21x 514 314 6 | 21 6.95 | 4.75 | 4-50 
B120 | Sunkist Jr. Juice Ex- 
ee | San 10x7 1014 6 | 64 14.95 | 11.00 | 10.50 
Lots 6 
B130 | Vacuum Cleaner....._| Black, Aluminum 12” Nozzle 14 l 14 19.50 | 13.65 {1S'00 
Se aM PNEUE Ck aie ca cn eecees la See .| Length 11” 4 6 10 15.00 | 10.50 | 16.00 
Blade Di: ae oer 
Inches 
ee: TF Weasklltter, ...2555...4-4 Ns oaks ses 10” Fan 
“Dae ee 1% 3 49 11.50 | 7.20 | 7.50 
24’ to 35’ 
B64 | Fan Oscillating 
2 speed & stop......| Black......... eT 10” 7 6 47 9.95 | 7.00 | 6.65 
B68 | Fan Stationary....... MES Sac sities miens 10” 6 6 10 6.50 | 4.55 | 4.35 
B62 | Fan Stationuary.......  : aee eeese 5” 6 6 41 4.95 | 3.70] 3.50 
B67 | Fan Stationary....... MIS 55s siow este oS S 4 12 50 4.50 | 3.20 | 3.05 
B60 | Fan Stationary...... a SR terete 6” 31, 12 41 3.95 | 2.75} 2.65 



































All Polar Cub Motor Driven Appliances have on and off Toggle Switch, and are Universal, operating on 110 volts either A. C. or 
D. C. current. Equipped with separable piug. Free Mixing Bowl with B88 and B89 \iixers. 








(Clip Off Here Aad | Mail Your Order To-Day) 








SPECIAL INTRODUCTORY OFFER 
TIE UP WITH BIG NATIONAL ADVERTISING CAMPAIGNS 


(for particulars see announcement on First Page) by ordering at once — 


No. B-50 DISPLAY ASSORTMENT—CNE TO A CUSTOMER. 














CONSISTING OF: WITH ATTRACTIVE WINDOW AND 
Your Selling COUNTER DISPLAY FREE 
. pa cae 4 FOUR COLOR BEARS 
1 B100 HEATER songs a 4 TWO COLOR BEARS 
1 B1i20 JUICE EXTRACTOR = 10.50 14.95 1 SUNKIST JR. DISPLAY CARD 
1 B85 BEATER 8.00 11.95 25 CONSUMER FOLDERS 
1 B88 SR. MIXER 5.00 7.50 
1 B89 MIXER 3.50 4.95 Date 
1 B87 VIBRATOR 3.50 4.95 ab ° Cc. ng terol co. 
1 B92 HAIR DRYER 3.50 4.95 rector Square 
New Haven, Conn., U.S.A. 
y i ) 0 6.95 : es 
Bite WEE SR0Cm om ; Please ship us B-50 Display Assortment. 
$40.40 $59.15 OE PRED © sviscsdesverucrveiee: 
RUE hciccisiseare Sent ore ee neta in 
MARK UP — $18.75 
GR sis cepsscsascescicdoapasavver Ae aeseereesecbvene RE emer eee 











POLAR CUB PRODUCTS are manufactured and guaranteed by 


THE A. C, GILBERT CO. NEW HAVEN, CONN., U.S.A. 











Be sig 
si Sen 


Pe: 





Re 


POET a REE ER! 


OF eA 




































; 
« 


‘ 

te 
we 
Sa, 








HARDWARE AGE for OCTOBER I0, 1929 23 























< Zinc ‘ 


Insulated Fences 
Steel Fence Posts 
American 





anner 
Poultry Fence 
Poultry Netting 
Nails Staples 
Barbed Wire 
Wire of all kinds 











——" “geo an 
rr ett 





—— advertising deals directly 

with the farmer’s problems. It 

points the way to greater profits 

through balanced farming; urges 

the farmer to consult the American 

Steel & Wire Company dealer on 

fencing problems; sends him to 

that dealer to learn why Zinc Insu- 

lated Fences and Steel Posts will 

save him both time in labor and | 
money in their longer life as com- 
pared with any cheaper kind of 
materials. 


If you are not handling Zinc In- 
sulated Fencing or our Steel Fence 
Posts, write for full details. 


American 
Steel & Wire Company 


Subsidiary of United States Steel Corporation 
208 So. La Salle St., Chicago 
30 Church St., New York 
Sales Offices in All Principal Cities 
UNITED STATES STEEL PRODUCTS CO. 
San Francisco, Los Angeles, Portland, Seattle 
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WATER SYSTEM: | 
oe oe errs Fe tar - H 


ag 








Prices and Capacities 


Fig.2085, Deming‘ Marvel” 
Water Systems— 


Capacity | Tank 
No.| Gals. | Ca | ist 
per Hour|pacity 


1 265 42 |$106.00 
1%] 315 42 112.00 
2 480 42 | 153.00 
2 480 |120] 172.00 
2% 1 600 |120] 187.00 
Above Prices f.0.b. Salem, Ohio 
Fresh Water Attachment 


included in these prices. 
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Prying open a cylinder head with 
the Bridgeport Red Crown—one 
of the many hard uses for which 
» mechanics choose this powerful 
screw driver. 







op ereeing 












is is the 
screw driver that 
YOU 


would like to own 


~and this is the 


screw driver that 
MECHANICS 
select 


This attractive 
DISPLAY STAND 
is supplied to you 
FREE 








| HE reasons why you would select the Bridgeport Red Crown 
for your own use, are the very sime reasons why skilled work- 
men select this fine looking and powerfully constructed screw driver. 







You can’t twist the handle—the hexagonal head and heavy steel 
rivet prevent turning. You can hammer the head—its broad steel | 
surface takes the blows. You can pry with it—its one-piece blade, 
made of high-test tempered steel, withstands tremendous leverage. 
You can chisel with it in an emergency—its dual tempered and 
twice-tested point won’t mushroom. 


Transparent View 
of the 
BRIDGEPORT 










If you are not displaying this outstanding tool in your store you 
are missing an opportunity to increase your screw driver profits. 
Sell Bridgeport Red Crowns! Send today for the striking all-metal 
display stand pictured above—it is supplied to you FREE! The 
Red Crown assortment— 1% doz. each of 4”, 5” and 6” screw | 
drivers—costs you only $4.00 and sells for $6.00! Order NOW! | 










THE BRIDGEPORT HARDWARE MANUFACTURING CORP 
Bridgeport, Connecticut 


The World’s Largest Makers of Screw Drivers 


Brad oepor t 


THE CHOICE of MEN WHO KNOW TOOLS 
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OMPARE the GOODWIN point by point with any other grass 
shear on the market! The GOODWIN is the only ball-bearing 
shear —as a result, compare the greater ease of its up-and-down 
(vertical) operation, its untiring movement, its comfortable grip. 
Compare the keenness of its cutting edges. For GOODWIN blades 
are enduringly made of rust-resisting KNIFEBLADE Steel, each blade 
heat-treated and ground to a fine cutlery edge. 


Its exclusive tension adjustment adapts the GOODWIN to all 
cutting requirements and prevents binding or spreading of the blades. 
Clips the toughest grass easily. Scientific design keeps blades flat on 
the ground while handle is up and away from the turf—no dirt nor 
grass-stains— no barked or skinned knuckles when trimming around 
walls or trees. Its comfortable handles, fitted to the hand and rounded 
at the corners, eliminate blisters; and their brilliant orange color 
make the shears easy to find in grass. 

The GOODWIN is backed by a powerful national advertising 
campaign in the Saturday Evening Post, American Magazine, Collier’s 
Weekly, Better Homes & Gardens, American Home, and House & 
Garden, going into 82 million homes— reaching 30,000,000 readers 
a month! 

Every GOODWIN backed by our unconditional money-back guar- 
antee. Order from your jobber—or write us for sample at dealer’s 
price. Privilege of return and refund. 


WHEELER METAL PRODUCTS CORPORATION 
East Cleveland, Ohio 


a f PEG Y, VAAL) IP's 














Keeps Hand Higher Above brass 


.. has a aia < o clive features 


There’s q 
. Count’em ® 


ACTION 
1— Ball-Bearing 
2—Non-tiring 
3— Adjustable 

BLADES 


4—Knifeblade Steel 
5—Cutlery Edged 
6—Rust-resisting 
7—Non-spreading 


HANDLES 


8— Comfortable 
9—Brilliant Orange 


ied AND <-~ ~ 


| 
j 


. nationally 


| aliens to over | 
30,000,000 readers | 


a month! 





And for Smaller Hands —the GOODWIN Junior 
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MEMORANDUM: 


eee 


JOBBERS CONVENTION NUMBER 
of HARDWARE AGE 
PUBLISHED OCTOBER 31] 


FEATURING 
First complete report of the important 
Hardware Jobbers Convention at Atlantic 
City--October 21-24. An outstanding 
trade event of the year. 


CIRCULATION 
25,000 copies. 
Covering every major hardware retailer, 
every hardware jobber and 4,000 jobbing 
executives, buyers and salesmen. 


RATES 
Current card rates. 


COLOR 
Hardware Age red--$50 per page. 


Any other color--$75 per page. 


CLOSING DATES 


Final advertising forms--October 2l 
Last date for proofs for approval--October 1l. 


Your early space reservation urged. Write, or wire at our expense, 


HARDWARE AGE 
239 West 39th St., New York City. 
Penn. 3200 


Chicago--Cleveland--Boston--Philadelphia 


FIRS HEE 
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One of these stands, without cost, will sell 
Genuine Stillson Wrenches for you 


EN who work with tools 
always appreciate the value 
of a wrench that they know 

is an honest-to-goodness genuine 
article. This stand drives home at 
a glance the three distinguishing 
marks of every size of genuine 
Master Stillson: 


(1) The Diamond Trade-Mark; 
(2) the name Walworth and (3) 
the Red Handle. It will start 
many a sale for you .. . and help 
you to close a lot more. 






























This display stand is 
available without cost to 
hardware dealers. If your 
jobber hasn’t one for you, 
ask him to write us for a 


supply. 


4 Ne RES 


WALWORTH CoMPANY 
51 E. 42nd Street 


NEW YORK CITY 


2g era 


WALWORTH 


MASTER STILLSON 








The Wrench With the RED Handle 
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Order at once! --- Only a 
limited number are 
available. 










Lionel’s New Selling Display 
No. 145 —price of complete dis- 
play to dealers, $100. {Merchan- 
dise not included.} Read details 
below. Order Now! 





5 
New LIONEL Electrically 
Driven Steam-type 
Locomotive 

LIONEL’S most stupendous 
achievement in realism and 
mechanical perfection. Pow- 
ered by the famous LIONEL 
‘*Bild-a-Loep’’ motor that can 
be taken out, taken apart, and 
reassembled. 


Have You Placed Your 
Order Yet? 

















A New LIONEL Display 
| with unusual selling power 





Lionel has “aspen for this Christmas 
Season these two extraordinary 
sales-producing store displays. 


Select the one you want and write today! 


. way to go after Model Electric Train Business this 
4 year is to equip your department with one of these 
new beautifully designed LIONEL Selling Displays. They 
are offered to you at less than they cost to build. They will 
bring you increased volume in train sales. They occupy 
little space and enable you to show trains and accessories 
to the greatest advantage. 


Lionel Western Coast Branch Lionel Canadian Branch 
M. Sweyd, Representative pr epg setae e ae “ea Harold F. Ritchie & Co., Ltd. 
788 Mission St., San Francisco, Cal. 15 East 26th St., New York City Toronto and Branches 


“STANDARD OF THE WORLD SINCE 1900” 


ELECTRIC 


MODEL RAILROAD 
ACCESSORIES 





[ION 


“MULTIVOLT” TRANSFORMERS 
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Get this LIONEL Display 
—it will produce sales 







Lionel Selling Display No. 145 


The entire structure is illuminated. It is mounted ona beautifully decorated platform, 
size 10 feet long x 4 feet 6 inches wide x 3 feet 2 inches high with both LIONEL 
‘‘Standard’’ and ‘‘O’’ gauge tracks mounted and wired. Equipped with a set of snap 
switches to control trains and illuminate accessories. The super-structure comprises 
a projecting row of steps on which trains of various sizes can be mounted. Struc- 
tural steel girders support the structure. The top platform is designed for the display 
of larger accessories as shown in the photograph. Intermediate and receding steps 
provide for display of larger trains. All ready to attach to the store current through 


a transformer. Price to dealers for display is $100. 


Lionel Selling Display No. 146 


This display is mounted on a decorated platform, size 10 feet long x 4 feet 6 inches 
wide x 3 feet 6 inches high equipped with a set of snap switches to control trains and 
illuminate accessories, and mounted with tracks for LIONEL ‘‘Standard’”’ and ‘‘O”’ 
gauge trains. Spanning the structure is a beautiful ornamental bridge, gracefully 
proportioned and rich in architectural design. In the pier-ends of the bridge two 
transparent signs are illuminated and operated by ‘‘flashers.’’ The bridge span itself 
is illuminated by concealed lighting. A wide variety of Lionel trains and accessories 
can be displayed. Price for complete display No. 146 is $75.00. Price of platform only 
is $35.00. Price of overhead bridge only is $35.00. Price of low bridge only is $25.00. 


Order at once! --- Only a 
limited number are 






available. 


Lionel’s New Selling “Display 
No. 146—price of complete dis- 
play to dealers, $75. {Merchan- 
dise not included.} Read details 
below. Order Now! 








Get the New 
LIONEL Catalog 


46 Pages in full color 


The marvelous, colorful new 
1929 LIONEL catalog of the 
entire line of LIONEL Model 
Railroads and accessories is 
now ready.Send for your copy 
today. The LIONEL Dealer 
Proposition will surely inter- 
est youl 
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‘Li Simplified Line 


of Shotgun Shells --------- 








Less Stock to Carry .. . Smaller Investment ... Quicker Turnover 








B* featuring this simplified line 
you will have an adequatestock 
for every call and do a bigger vol- 
ume of shell business with a smaller 
investment. 


This year, even more than ever, 
shouters who go out for ducks and 
geese are using Super-X—the load 
with the Short Shot String. It gets 
the game with few cripples. More 
pellets in the shot charge are effec- 
tive. More pellets reach the bird. 
The shot charge holds together in a 
compact mass as it travels through 
the air, instead of stringing out. 
That is why Super-X adds 15 to 20 
yards to the effective range of the 
gun. 


For shooters who want even greater 
range than standard Super-X shells 


shotgun 


provide, Western is now loading— 


Super-X Shells with Lubaloy 
(copperized) Shot 


Each pellet is coated with tough 
Lubaloy metal that makes the shot 
harder. There is less deformity of 
the pellets. Greater velocity is ob- 
tained. Greater killing power. A 
Super Short Shot String. And the 
longest range of any shell on the market. 


For Upland Game—Xpert Shells 
The hard-hitting, game-getting 
qualities of Xpert shells have won 
the preference of quail and rabbit 
hunters everywhere. Western Xpert 
is the quality load that sells at a 
popular price. Its quality manufac- 
ture and second-to-none performance 
have made Xpert one of the largest 
selling, all-round loads in America 


Super-X, Xpert and 
Field shells cover every 


requirement 


today. That means money for you! 
Western Field shells have been the 
stand-by with shooters for more 
than 20 years. Hundreds of trap- 
shooting tournaments have been 
won with Western Field shells. 


Stock Lubaloy Cartridges 


Lubaloy .r2's and Western's famous 
Lubaloy Open-point Expanding, 
Boat-tail and Soft-point bullets are 
fast selling, exclusive Western de- 
velopments ... . Lubaloy .r2's sell 
on sight. They won't rust the gun. 
Are Foes from grease. The Lubaloy 
coating makes them shine like ‘‘Bul- 
lets of Gold!’” They shoot as well 
as they look and sell as well as they 
shoot! Get in touch with a Western 
jobber. There is one near you. He 
can show you the way to bigger 
ammunition profits. 





World’s Champion Ammunition 


WESTERN CARTRIDGE COMPANY, 1050Hunter Ave., East Alton, IIl., Branch Offices: Hoboken, N. J., San Francisco, Cal. 
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E NEWS BREAKS 


JOHNSON 


ARE COMING! 
for revolutionary advances 
IN OUTBOARD MOTORS 
1930 MODELS 
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- - Now is the time 
to stock this great Holiday, Seller! 


HILDREN go wild over Cal’s Colt. One ride on this lively red 
horse gives them the thrill of a lifetime and clinches a sale! 
Parents see the health-exercise value, safety, silent operation, 
simplicity and long life of Cal’s Colt as most desirable features. 
A toy for the yard—the porch—the nursery. 

Here’s a real leader for Hardware Stores. It gets attention 
brings new customers into the store—boosts gross sales. 
This item is so good that dealers’ reorders are breaking 
all records. 

While Cal’s Colt is an all-year profit item, the big 
volume comes during the indoor season and espe- 
eially at Holiday time. Prepare now to cash in 
on the big demand for this great action toy from 
now right up to Christmas. 


Write or wire today for prices and all 
particulars. 


THE MERRILL HANDLE CO. 
Merrill, Wis. 















Distributors and Sole Licensed Manufacturers Under 
Patent No. 1668190——May 1, 1928 
















Cal’s Colt, with its several 
improved features, is priced 
to give an attractive margin 
that will add remarkably to 
the profits of any toy de- 
partment, 











SPECIAL FEATURES: 


1—Springs of chrome-vanadium automobile spring 
steel. Auxiliary springs available to increase ca- 
pacity of all models. 

2—All parts of thoroughly seasoned hardwood. 





oa, 











3—No nails; constructed with screws and bolts 
throughout. 
4—Adjustable seat and stirrup to match child’s de- 


velopment. 
5— Safe, stationary and silent. 
or squeak. 

6—Two sizes; 50 to 100 lbs. capacity. 
: 7—Handsomely finished in 3 attrac- } 


Can’t slip, slide 








ep, tive colors. 
7 
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HOBBy FOR FAPPY Boys AND cirgis, 
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ts not too soon to think of 





HERE’S no reason why the hardware and sporting goods store should not get as 

much Christmas business as any of the so-called ‘gift shops.’ The Winchester 
family of quality products presents an ideal array of attractive Christmas gift selec- 
tions to answer the varied requirements of every member of the family. 


BS Rae ae TO MEME INE <P SE RRS oes 


What man or boy would not love a Winchester Rifle or Shotgun for Christmas—or 
some extra ammunition —or a beautiful Winchester Fishing Rod —a Winchester 
Hunting or Pocket Knife or a kit of Winchester Tools? What man, woman or boy 
would not like to have a Winchester Flashlight—a Headlight, Focusing Lantern, 
Focusing Searchlight, a tubular style or best of all one of the Winchester de luxe 
flashlights with hammered cases in gold, silver and copper plate or ivory finish? 
What woman would not like a Winchester Stainless Steel Carving Set, Winchester 

Kitchen Knives or Winchester Scissors and Shears? 

What girl or boy would not like a pair of Winchester 

Roller Skates or Ice Skates? 


With the right suggestion, in fact, you can make it a 100% 
Winchester Christmas for most of your customers. Winchester 
is going to back you up with Christmas advertising reaching 
more than 15,000,000 families. Order a complete line of 
Winchester Quality Products from your jobber now and you'll 
find it easy to slice off a record share of Christmas trade, and 
profitable trade, too. 


eo ents he spre mean 
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WINCHESTER REPEATING ARMS CO. 
New Haven Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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These Distinctive Fea fures. 
SELL HUSTLER TOYS 


Your toy sales volume depends upon how wise- 
ly you select your stock. And, it’s the fast 
moving items that prove the most profitable. 































Created with lifelike 

action and appear- 

ance that brings 

giggles of glee from 
the kiddies 




















Every Hustler Product sells. You will find 

no “dead” numbers in this complete line of 

unusual toys and games. No danger of over- Made to withstand 

stocking for the Christmas trade because he page niger 

Hustlers sell the year ’round. a oe nar ae 
subjected 








Display Hustler Toys and Games. You can 
profit by their popularity with parents and 
kiddies. 


Hustlers are distributed through the best 
wholesalers everywhere. Write Dept. H-1029 


for the name of the distributor nearest you 












Finished in bright, 
flashy colors that 
are water-proof, wear 
resisting and non- 





Hustler Toy Corporation, Sterling, Ill. 


New York Chicago Los Angeles San Francisco 


HUSTLER 


Kia InstructiveGAM ES 


Snosr 44 Bas 
























Packed in attractive cartons that 
are easily arranged into arresting. 
sales-making displays 


Sambo Hustler, of the 
Hustler Family 
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SATURDAY, DEC. 7th, 


2219-39 South Halsted 


Chicago, Illinoi; 


Throughout the United States 


URCHASERS, on Saturday, December 7th, 

of an American Flyer Wide Gauge train 

or equipment amounting to $25.00 or more 

will be sent by us, parcel post prepaid, a No. 

4017 14-inch double-truck enameled Sand Car 

equipped with automatic couplers as illustrated 
above. (This car retails for $3.50). 

Purchasers buying an American Flyer Nar- 
row Gauge train, or equipment amounting to 
$10.00 or more, will be sent by us, parcel post 
prepaid, a double truck lithographed Sand 
Car No. 1116. (This car retails for 90c). 

The purchaser on this date will merely mail 
to our factory not later than Tuesday, Decem- 
ber 10th your sales slip showing catalog num- 
ber of American Flyer train or equipment pur- 
chased and the amount of the sale. On receipt 
of the sales slip, American Flyer Co. will send 
the proper Sand Car, as the amount of sale in- 


dicates, direct to the Purchaser FREE, POST- \ 


PAID. You are relieved from all detail work 
in this campaign. 

This Free-Sand-Car-Offer will be nationally 
advertised in the leading adult and juvenile 
publications as well as in the larger city news- 


ae 





Factory Office: 


Street 


¥ 


A 2) 
YD Trans stormers Electric Trains Mechanical o y mee 


papers. We believe this campaign will create a 
real demand for American Flyer trains several 
weeks before the usual last-minute rush for 
trains and every purchaser buying an outfit on 
Saturday, December 7th, will be an individual 
advertisement to neighbors and others, who, 
attracted by this purchase, will also want an 
American Flyer train in their family. 

This offer will help you sell extra cars, track 
and locomotives to complete a second train 
system for many of the boys who get a Free- 
Sand-Car, and in stimulating demand it will 
instill the thought of two train sets for each 
buyer. 

Be sure to include additional No. 4017 and 
No. 1116 Sand Cars in your stock orders. You 
willneedthem for windowandcounterdisplays. 


4 satel Write for Free-Sand-Car-Offer Window 
' Streamers, newspaper mats and also a 

“Aber copy of our “Merchandising Tie-Ups” 
a book today. It explains in detail the 
=. 4 service we have to offer. While you may 
es mats 5 not be able to use all of the services, you 
“quite aA most assuredly will find some of them 


profitable. 





ge Sales Offices: 


New York City 


AMERICAN FLYER MFG. COMPANY 








Manufacturers of Miniature Railway Trains, Airplanes and General Distributors of Structo Toys 
eA EF TIE REELECTION GTO S18 ENR RNR METER III TT SESE TESTIS am SAAR 


200 Fifth Avenue 


24 California Street 
San Francisco, California 


You Customers Can Get : a “Sand Cas FREE! 


—with the Purchase of American Flyer Trains and Equipment 





IS AMERICAN FLYER DAY 











38 


HARDWARE AGE for OCTOBER I0, 1929 









































Factory and General Office: 


Newark, N. J. 


New York City Showrooms: 


200 Fifth Ave. 


NEW and exciting! 


Dorfan’s Electric Crane 


Another big Dorfan hit—this Electric Crane, 
20 inches high. The lifting arm will operate in 
a complete circle. Has power to lift any toy 
engine or car on the market. 19-in. wide; lifting 
hook; two gear shift levers; start-stop—reverse; 
double clutch and worm gear; solid die cast 
construction. Electric motor controlled; fin- 
ished in a beautiful combination of colors. 


DORIAN 


modern ELECTRIC TRAINS 























This QUALITY ITEM 


Promises 


RICH PROFITS 
/ 


MAK-A-CLOCK 


Fascinating Construction Set 


The instantaneous success of this 
new, educational construction set 
marks it as one of the most saleable 
items of the year. It appeals to every 
boy’s ambition—to make a clock. It 
is practical—once constructed, will 
actually keep time! Every unit is 
tested for mechanical perfection. An 
instruction book easily guides a 
young clockmaker to the successful 
completion of his efforts. . . . The 
set is impressively boxed. . . . All 
in all, an ideal construction set that 
will bring handsome dealers’ profits. 


Write for Catalog 11A of Entire Line 


Actual Size of Box 
19%” x 9%” 


THE WORKING 


WOLVERINE 
SUPPLY & MANUFACTURING CO. 
FACTORY—PITTSBURGH, PA. 









No. 45 
Suggested retail 
price $4.50 


ASSEMBLED 
CLOCK 


Illustrated 


The open box with 
parts inserted; the 
clock as it appears 
completely assembled; 
and the handsome full 
color cover. 


PARTS 
hott a® ) 
wooo” 


General Sales Offices: 200 Fifth Ave., New York 
Room 406. Telephone Gramercy 3453 

































































The sealed against service transmission of One Minute 

- a mechanical triumph. Oversize bearings above 
and below gears bring long life . . . new quietness and 
something startling in the way of smooth performance. 


When it comes to washing . . . the special and ex- 
clusive One Minute agitator of a non-porous alu- 
minum alloy performs wonders in speed, safety and 
cleansing ability of all clothes. No more hand rub- 
bing of badly soiled spots. 


Here’s a big improvement that immediately appeals 
to every woman. A mere touch of the knob on the 
top of the agitator starts the washing action. A 
slight lift stops it. Finger tip control is another 
exclusive One Minute refinement. 


2 The Arm-gla-co tub. Genuine rust-resisting Armco 
Ingot iron with the famous glistening satin Arm-Gla- 
Co finish on the inside. Non-absorbant . . . spot 
proof and as easy to keep clean as a glass dish. 


Ee BOND 


As a sales clincher . . . the 15 year Service 
Guarantee Bond behind the Model 29... 
creates real confidence and assurance in the 
minds of washer buyers that here at last is 
a lifetime of true wash-day convenience and 
comfort ...a value second to none in 
washing machine history. 
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A stride Jalen vashyhg machine engineering. The 
One Mix uel ; ir to point the way to volume 


sales Ard fyb 7 offig many worthwhile dealers join- 
ing q p 7 At of Mail the coupon or write and 
we'll ¥/Yean for your community. 


pone Minute 
gnufacturing Co. 


4 Newton, Iowa, U. S. A. 


ITED ELECTRIC COMPANY OF CANADA, Ltd. 
Distributors and Makers for the Dominion. 
No. 14 Breadalbane St., Toronto, Ont. 
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Busy Drawing Trade for You 


Keep these standard gun cleaning “art 
preparations hard at it now }HOPPE S$ 
—it pays. E LUBRICATIN¢ 






9 






Customers for GUNS 


ger Products in your window catch the hunters’ attention and bring 
them in. Buying a bottle, can, tube or pack often leads to more. Helps 
your gun sales. Display Hoppe’s Solvent No. 9, Lubricating Oil, Gun Grease, 
with price cards. Individually and in $1 packs. Sold by all leading jobbers. 


Frank A. Hoppe, Inc., 2314-H. N. 8th St., Philadelphia, Pa. 



















TRADE MARK REG.U.S. PAT. OFF. 


Business gubber Tire Roller Skates 


... “a@ tremendous 
Ch . Gantt aneindion baate te ace 
SUCCESS ristmas every month—not just in seasons. 


Larger profits await live dealers. 





Now! 12 Months “ HICAGQC” 
Ro Ss 





















9 9 Thousands are 
at our house. basements, ae: 
rooms. It’s be- 
cause these 


skating indoors—in 

















“The Model 12F Field Cannon was a tre- Successful Rub- 
d Chit re ber Tire “CHI- 
mendous success ristmas at our house, CAGO” | Skates 
= ° olseless— 
writes a father from Bryson City, N. C. they  outwear 
A . — — a 
a t the ball- 
s Christmas presents to noise loving beaten wanes Combination Super Skate 
youngsters, BIG-BANG “ring the bell” every — ee eee 
. onger. 
time. ALL 
World Records Broken NATIONALLY 





ADVERTISED in 



















Alex Petyan skated 2400 miles, Chi- 
cago to Miami, using one pair and 








NO MATCHES SAFE NOISE only 3 sets of wheels. LIBERTY 
NO POWDER HAPPY BOYS SCaICAGOW or ie oot tt | AMERICAN MAG. 
ACE, Madison Sq. Garden, N. ‘ NAT’L 
Tests prove their SUPERIORITY. GEOGRAPHIC 
—- m.. - PR snag ELKS MAG. 
vertising. rder from your } 
bb ite us. HYGEIA 
BIG-BANG Cannons, Pistols, Bombing Planes, : pes ails ee AMERICAN 
Gun Boats, Army Tanks—$1.00 to $5.50 Giege Seer ogg lag WEEKLY 
4456 W. Lake St., Chicago, III. d All Leading Bo { 
THE CONESTOGA CORPORATION ; and Juvenile ‘Mage- 
zines 








Main Office and Factory: 
Bethlehem, Pa., U. S. A. 


DISPLAY ROOM: 461 Fifth Ave. Bldg., New York City 


Export Department: Office No. 605, 130 Pearl Street, 
New York City. 





New Double Tread 
“Triple-Ware” Steel Wheels 


Will outwear any other steel wheel 
skate 3 to 1. Outer tread of wheel 
is crimped over inner bushing tread 
making double tread. Wheel riveted 
in 3 places—Guaranteed not to come 


ANT ETERNAL TE ERTL. No. 101 apart. 


READERS 


HERCO 



































Octigan—the official tourna- 
ment shoes in more than 85 
cities! Conform to all re- 






Shoo Pitchers’ -Assoclation, HERCULES “E C” 
both as to size and weight. 
“No Human Blow Can Break It.”’ INFALLIBLE 





lease 


OAIGAN HERCULES SPORTING POWDERS 
Dorge 


and M¥y.Co. 
fam 25th St. at Lowe Ave. HERCULES POWDER COMPANY 


CHICAGO 910 King St., Wilmington, Del. 
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The NORMAN Improved 
All-Steel Wagon 


3 Styles: The 3in1— The 2in]—The Plain 
2 Sizes: 36'’x14”’ and 30x12” 


This new wagon wins the boys instantly. It’s just what they’ve 
long wished for: A Coaster, Express and Dump Wagon all in 











It’s NEW 


and 


DIFFERENT 






The 3 in 1 aed , ar: f 
isplay it, mention its special features, call attention to its 
COASTER GREATER STRENGTH and watch it SELL. 
EXPRESS Built with a one-piece structural steel angle frame—the pulling 
DUMP WAGON strain comes on the FRAME—not the king bolt. The round-end 
, front simplifies steering. All parts are electrically welded to the 
Capacity Load frame, eliminating the strain. Made with the precision of an auto- 
1,100 pounds mobile—has everything other wagons lack. All improvements 
Weicht of W fully covered by patents. 
apes _ Wherever shown the boys are demanding it. Supply the demand. 
34 pounds Write for Folder and Prices NOW. Good Distributors wanted. 


The NORMAN MEG. CO., Inc. SHICKSHINNY, PA. 











The H. & R. “Expert” 


A new model with 10-inch barrel shooting inexpensive and easily ob- 
tainable 22 caliber ammunition. For target practice and small game, with a 
particular appeal to campers, fishermen and automobilists. 





H&R.“EXPERT” 
CALIBER 22 







Shoots .22 Short, .22 Long or .22 Long Rifle Cartridges. 10-in. Barrel 
for accurate shooting. Hinge type; automatic shell ejector. Checked 
Walnut Grip. Gold Front Sight. Blued Finish. Weight, 28 ounces. 


“The hand cannot slip on our checked Walnut Grip” 
Order through your Jobber 
Manufacturers Harrington & Richardson Arms Co., Worcester, Mass., U. S. A. 


Other members of the “Gold Front Sight Line” 
“TRAPPER MODEL”—“HUNTER MODEL”—“TARGET MODEL”—“22 SPECIAL” . 
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How Daisy Protects the 
Retail Merchant 


The retail merchant who stocks the Daisy 
Air Rifle is not only assured of our coopera- 
tion in maintaining a steady all-year-round 
demand for the Daisy, through our continu- 
ous national advertising, but we also co- 
operate to protect him against many of the 
evils with which the modern retailer has to 
combat. 

For instance, you will never find Daisy 
Air Rifles listed by mail order catalog 
houses at cut rates. If listed at all by such 
houses, the prices quoted are such as offer 
no unfair competition. 

Cut prices either by wholesaler or retailer 
are discouraged by us. Such practices only 
tend to demoralize the entire industry, and 
we are eager to cooperate with all who are 
working to discourage such practice. 

Daisy Air Rifles are distributed only 
through the older and best established 
wholesale firms, and we never sell direct to 
the retail trade. No dealer has any special 
advantage over others in the same field in 
buying or selling Daisy Air Rifles. Every 
one is accorded the same standard of deal- 
ing and fair play. 

On this platform Daisy Air Rifles have built up 
a remarkable national distribution, and have won 
the esteem of wholesale and retail merchants from 
coast to coast. Today owing to the steady de- 
mand we have built for them, Daisy Air Rifles are 
considered as staple as nails in most hardware 
and sporting gceods stores throughout the entire 
country. 

The active consumer demand for Daisy Air 
Rifles begins to speed up with September. If you 
have not yet laid in your supply for the fall, better 
act quickly, to be on the safe side. Order through 
your jobber, and write us for display material. 
DAISY MANUFACTURING COMPANY 

Plymouth, Michigan, U. S. A. 
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BULLSEYE We recommend 
Bulls Eye Shot 
for use in 
DAISY AIR RIFLES 





DAISY 


AIR RIFLES 
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STICKS 


A Necessity 
in 
Every Home 
A 
Stock Item 
for 
Every Dealer 


Heavily 
Coppered 


Steel Parts 
—_—" 


Hardwood 


Handle 


OT” 


Light 
P- <S 
Sturdy 


Household 


& 
Janitor Look for This 
Sizes Lable on Every 


* Stick 





Write us for a Catalog 
Ask your Jobber for Prices 


ARCADE 


HARDWARE 
and TOYS 


ARCADE MANUFACTURING CO. 


FREEPORT, ILLINOIS 
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Your Skate Customers 
Know Value... Give it to them! 


Young Americans have a keen sense of values—in roller skates as well a 
Mf 
ay 
i 
/ ‘ 







as anything else they have or expect to own. 


When you stock Richardson’s Action Roller Skates and allow your 
customers to make their own choice, you'll see a decided preference— 
in favor of Richardson’s. 

Watch the more rapid turnover in roller skates—more roller 
skate profits—more good will for your store. One skater tells 
another—“I got my skates at So and So’s store—they’re Rich- 
ardson’s.” 


Write today for prices. Shipped direct or through your jobber. 





“The First Best Skate— 
the Best Skate Today” 





RICHARDSON BALL BEARING SKATE CO. 


ESTABLISHED 1884 : 
3318 RAVENSWOOD AVE. CHICAGO, ILL. 




















IVER JOHNSON 


K CARTR ID i E 


: 





make an insta:it hit with the man who wants a 
good, dependable gun at a moderate price. 


IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 


nt NEW YORK CHICAGO SAN FRANCISCO 
“il 151 Chambers St. 108 W. Lake St. 717 Market St. 


i ve i 


The Blue Streak Line 
IT’S A SALES REPEATER | ° 
As soon as they see Kenton Blank Cartridge 1S the 


Pistols in your store, every boy tells the 
other, and soon the vacant lots are filled ° 
with youngsters celebrating Armistice Day Line complete 
by fighting the World War all over again 
with these realistic pistols. All the latest develop- 
Take advantage of the demand for this ments in velocipedes, air- 
eens line. Three sizes, all safety fea- planes, autos, scooters, 
tures, nickel buffed, or polished nickel finish. (| wagons, park cycles, etc. 
































Send for complete 1929 
Catalog. 
THE TOLEDO 
METAL WHEEL CO. 
TOLEDO, OHIO 
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SHOCK ABSORBERS 
Every pair of SPEED KING Roller 
Skates have shock absorbipg rubber 
cushions front and _ rear. That 
means something. 


FOOT PLATES 
Foot plates on all SPEED KING 
Roller Skates have _ turned-over 
edges which makes for strength 
and beauty. “Why not sell the 
best.”’ 


KOHLER DIE & SPECIALTY COMPANY 


Box KK DeKalb, Illinois 








YOU CAN SELL THESE 


easily, quickly and at a good profit! Every father and 
mother is looking for these nursery specialties. The price 
is right, they are beautifully made, and they fill an actual 
need that must he satisfied. 

No. 25 is a Metal 
Porch Gate that fits 
any opening. No. 40 
is a folding stroller. 
easily carried 
where. Ivory enam- 
eled steel feame, rub- 
ber tired wheels, wood 
seat. Prompt ship- 
ments. 

Write for complete 

illustrated catalog. 


ff?) Perfection Mfg. 
; Company 
2745 _N. ge Ave. 
™ St. Louis, Mo. 


PORCH GATE Ro ockA- Bye 


PRODUCTS 


STROLLER_ 








SPEED UP SALES 
with KEES srecrarriszs 


“BROWNIE” ROLLER SRATES 


Bridge-like truss and sturdy con- 
struction enables “BROWNIE” 
Skates to “stand the gaff.” Extra 
wide range of adjustment (6%” 
to 11”). One size fits everybody. 
Improved ball bearing rolls, hard- 
ened bearings and treads. 


Wath ad Catalog sent on request. 


FOR 
NEW SPECIALIZE ON “BROWNIES”—IT PAYS 
org Waele, 


F.D.KEES MFG.CO. BEATRICE ,NEBRASKA 








Stop in 


We will be glad to help you 
with your sales problems. 


| Hardware Age, 


239 W. 39th Se. 
New York City 





























—PRICES 
—PROFITS 
—FINE LEADS 
TO NEW 
BUSINESS! 





Model 31 
Retail Price 
$5.00 


Model 32 
Retail Price 
$2.50 


Model 33 
Retail Price 
$1.75 







A year ago, when the 
popular five-dollar 
Savage Play Rifle, Model 31, was creating 

such a sensation in the toy world, hun- 

dreds of dealers asked for the extension of this play gun 
line into different models and different prices. 





Now, the beautiful 15-shot repeater Model 31, tops the 
line at $5.00. In the next class is the 7-shot repeater 
Model 32, retailing at $2.50. And, finally Model 33, 
single-shot, at $1.75. 


Here is the line you’ve wanted! Attractive to parents and 
children—a profit-maker for retailers. 


MODEL 31—“*SAVAGE PLAY RIFLE” 
15-shot Repeater (not an air rifle) 
Smooth-working slide forearm action. Fine balance. Looks like a real 
Savage rifle. With bell-target scoring game and bag of light composi- 
tion pellets . . . Retail Price Con-plete: $5.00 


MODEL 32—“WESTERN SCOUT” 
7-shot Repeater 
Safe, low-priced, easy to work. Easily cocked with pull-back handle. 
Sturdy mechanism. Includes bag of light wood balls. Stock of Walnut 
finish. Retail Price: $2.50 
MODEL 33—“INDIAN CHIEF” 
Single-Shot 

Here’s the popular-priced, colorful, single-shot toy rifle for those very 
little chaps. Hammerless. Cocked by pull-back handle. Stock of 
beautiful enameled red. Light weight. Including bag of wood pellets. 
Retail Price: $1.75 


SAVAGE 
PLAY GUNS 


Complete Line of Play Guns on Display at 


Kaufman Levenson Co., 7 East 17th Street, New York City 
Savage Distributing Co., 231 Rialto Bldg., San Francisco, Cal. 


Savage Products Distributing Corp., 852 Monadnock Bldg. 
53 West Jackson Blvd., Chicago, Ill. 


Savage Arms Corporation, Toy Division, Utica, N. Y. 
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PROSPECTIN’ 


OUT 


















Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 


There’s a little touch of the “sour dough” 
in most of us. _ We like to pitch our own 
tent—build eur own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 
the outlook for such equipment now. 


We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need, WILL WE FIND IT THERE? 
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A Stanley Service p 
To Help You Display Tools & 
and z 
Increase Your Tool Sales 
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The Stanley Works 
The Stanley Rule & Level Plant 
New Britain, Conn 





STANLEY 


shows you 
how to display 
Low-priced Tools — to sell Quality Tools 





Due to modern display table merchandising, people have been 
looking for tools at low prices. 


The tide has turned. More good tools are being sold. After 
having tried cheap tools, people want something better. 


Take advantage of this demand to increase your quality tool 
sales! Todo it you should make use of (1) Open Display Tables, 
(2) Wall Panels,and (3) the superior intelligence of your salesmen. 


Stanley now tells you how to use all three of these to sell more 
tools by showing your customers the difference between good 
tools and cheap tools. 


These two booklets tell the whole story. Send for 
copies, you'll find many worthwhile suggestions. 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


The Stanley Rule & Level Plant 
New Britain, Conn. 


Send us copies of your booklets $73 and S75. 
We are interested in selling more Good Tools. 
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AMERICAN 


e@ Appliances Gwo 

Complete Gas Choking, 

Heating. Lighting Servi 
Jor every Home. 








































American Radiant Heaters 


Set A New Standard 


Remarkably successful during the past three 
years, American Radiant Heaters now bid for 
even greater popularity. The new Number 
Nine sets a distinctly higher standard of beauty 
and convenience in a portable heater. With 

its graceful sweeping lines, its rich finish of q 
Bianchi green wrinkled enamel and antique e 

copper it will add to the beauty of any home. 


We all have an instinctive delight in the bright : 
golden glow of an open fire. The charm of the # 
fire-clay-radiant type of heat is justified by % 
scientific fact, for now we learn that the heat 
and light projected from this element have bal 
some of the healthful qualities of sun rays. ee 


Here are some features of the new American 
Radiant Heater: Makes and burns a low-cost 
fuel gas from ordinary clear white gasoline. 
New instant lighter is operated without open- 
ing door; simply turn a valve and light the 
gas at the base of the radiants; in less than a 
minute turn on the gas in the main burner. 
Sure-acting automatic cut-off makes flooding 
impossible. Parts near the intense heat of the 
radiants are porcelain enameled. Exceptionally 
solid, rigid construction throughout. 


The new American Radiant Heater offers a 
real opportunity for profit-building. Write to 
our nearest office for further information. 





American Gas Machine Company, Inc. 
MAIN OFFICE AND FACTORIES . ALBERT LEA, MINN. 
EASTERN BRANCH . 78 Reade St., NEW YORK, N. Y. 
WESTERN BRANCH ° 4242 Hollis St. OAKLAND, CAL. 
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Mir Howell 


Millville, New Jersey; 
June 25th, 1929. 


Turner, Day & Woolworth Handle Company, 
Louisville, Kentucky. 











































Gentlemen:— 

We wish to congratulate you upon the very definite pol- 
icy you follow in the distribution of hickory handles. We, too, 
believe ... that the Most Economical and Satisfac- 
tory Distribution of Hickory Handles is Through 
the Retailer Supplied by the Wholesaler. 

We figure that we take no chance when buying handles 
from a reputable jobber. The merchandise is. always right and 
the service dependable. It means much to us to know we are 
i near a good reliable source of supply, for quick dependable 
delivery is important. 

The fact that we can always get prompt delivery on 
T.D.@W. handles, that they are always uniform in quality and 
right in price demonstrates most emphatically the power of your 
well defined policy of selling only through wholesalers. You 
have our whole-hearted cooperation and our very best wishes. 


Yours truly, 








=e 


W. E. HOWELL 


E T. D. & W. Jobbers Can Serve You Quickly 


ask the jobber near you for complete information 


W. E. Howell. 


WHITE HICKORY HANDLES MIXED RED AND WHITE HICKORY HANDLES 
Longer than 24 inches Longer than 24 inches 
DANIEL BOONE GRADE: HERCULES GRADE: ; 
Superfine selection of all white, heavy weight, sec- Extra selection mixed red and white heavy weight 
ond growth hickory; a perfect handle. hickory; a perfect handle. 
PERFECTION GRADE: SUCCESS GRADE: : ; 
Extra selection all white, good-weight hickory; a Selected mixed red and white, good-weight hickory, 





‘ perfect handle. permitting occasional slight blemishes. 
TRIUMPH GRADE: EAGLE GRADE: mee ; 
a Selected white, good-weight hickory, permitting Mixed red and white hickory, with defects which 
ke occasional small streaks, slight blemishes. do not injure utility. 
24 inches and Shorter i 
‘ DANIEL BOONE GRADE: ; ' Selected hickory, principally white, good-weight, 
s Superfine selection all white, heavy weight, second rmitting some red wood or tight streaks. Free 
Be growth hickory; a perfect handle. rom defects. 
PEERLESS GRADE: ee : BEAUTY GRADE: 
Extra selection white, good-weight hickory, permit- Principally white hickory, permitting some red 
ting occasional slight streaks, free from defects. wood and slight defects in grasp or eye end. 















4 ESTABLISHED (855 
i Louisvitte, KENTUCKY 
| os 
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WISE WHYS 


I. Why Do I Buy Paint From A Jobber? 


Because I can carry a smaller stock, turn it over faster and pay less freight than 
by buying direct from a manufacturer. My jobber’s salesman calls frequently {| 
at regular intervals. What paint I need is shipped with other merchandise. I ' 
don’t have to wait until I need enough to make a separate freight shipment, 
therefore I’m not losing sales because I’m out of stock. An emergency “Rush 
Order” to my jobber will bring immediate results. 


My jobber is vitally interested in my success. Paint is only a part of that 
interest, but he must see me successful there if he is to hold 
my business on other lines. His salesman is my friend and 
adviser. Thru their cooperation, then, my paint shelves 








are full of the sizes and kinds that sell. Ree 


Always plenty of stock but no overstock. 


Se ot 

a 00 YEARS 
4 PROGRESS * Y / 
gurroceess 


Why Is This Jobber The Geo. Worthington Co. ? 


Because I know, either from my own experience or the experience of others, that any line which 


they are willing to take on and recommend to their dealers must be able to stand the test. Also 
that it is a well established line, with a successful organization back of it—not a future “orphan.’ 


9 


Because I know they will give me the utmost cooperation and protection in selling this line; their 
stocks will be adequate to take care of my needs in any quantity, at any time; their prices will be 


right. 








That is my reason then when I am asked, 


KII. Why Is the Paint 
Peninsular ? 


em) } 

Gea er 
* i a . . > . . . . 
g) (00 YEARS (ae It’s a “live” line as well as a quality line. As research dis- 


“a J covers improvements, they are added. The formula of 
yesterday may not be good enough for today. In other 
words, Peninsular believes it is their job to make paint 
as paint should be made, that the retail dealer is the man 

to sell it and the hardware jobber the most economical channel of distribution. 


That is why I am a WORTHINGTON-PENINSULAR AGENT—hecause I be- 
lieve I can build up paint prestige for myself in my community more effectively, 
more satisfactorily, and more economically, with Worthington-backed Peninsular 
than with any other brand of paint distributed in any other way. 


1829 Tue Geo. Worrnmeron Co. 1929 


CLEVELAND 
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Why Bethlehem Bolts 


have an “A” on the head 


Bethlehem Bolts are made of good steel and lave 
accurate, smooth-fitting threads. We have con- 
fidence in the ability of any Bethlehem Bolt to 
give a good account of itself wherever used. As a 
mark of that confidence we stamp an identifying 
**A” on the head of every bolt. 

When you sell Bethlehem Bolts point out the ‘‘A’’ 
on the head to your customers. It tells who made 
the bolt. More than that, it is evidence that the 
maker has confidence in his product and accepts 
full responsibility for it. . 
There is a double benefit to the dealer who sells 
Bethlehem Bolts and Nuts. Customers realize 
that a store that sells high-grade merchandise in 


one line is a good place to go for quality products 
in other lines, too. Bethlehem Bolts and Nuts 
are a typical example of merchandise of recog- 
nized high quality which not only is profitable to 
handle but helps to establish the store in the 
éustomer’s mind as a place where products are 
sold that everyone knows and recognizes as 
dependable. 


Bethlehem Steel Company, General Offices: 
Bethlehem, Pa. District Offices: New York, 
Boston, Philadelphia, Baltimore, Washington, 
Atlanta, Pittsburgh, Buffalo, Cleveland, Detroit, 
Cincinnati, Chicago, St. Louis, San Francisco, 
Los Angeles, Seattle, Portland and Honolulu. 


BETHLEHEM 


Bethlehem Bolts 
are identified by 
an **A” on the 
head of each bolt. 


BOLTS «+ NUTS 
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STEEL CASED SPRINGLATCH NO. 23 






NEW YALE JUNIOR 


4 RL i NR MOO cs ES ODE tai LO 





Moderately Priced .. . Show it and Sell it! 


ERE is a brand new Yale Junior 
Springlatch that will meet the 
requirements for a rim latch of neat 
appearance and moderate price but 
where the highest degree of key 


security is not desired. 


OPERATION 


The latch bolt is operated from the 
outside by the key and from the in- 
side by the turn knob. The bolt may 
be held back by turning the knob to 
the left. 


READ ABOUT THE CONSTRUCTION : 


CASE: Heavy pressed steel, japanned finish, 


size 244 x 3% x % inches. 


STRIKE: Heavy pressed steel, japanned finish, 
size 2% x 1 15-16 x % inches. 


LATCHBOLT: Iron, brass plated, with 2 inch 
' throw. 


TURN KNOB: Die cast, brass plated. 


CYLINDER: Die cast, disc-tumbler mechanism, 
5 tumblers, 250 key changes. 


KEYS: Two hard-rolled brass metal keys, nickel 
plated, No. 713. 


BACKSET: 2% inches. 


FOR DOORS: From one to two inches thick, 
either right or left hand. 


PRICE: Suggested retail price, $1.50 each. 


THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U. S. A. 








“The word ‘Yale’ applied to locks and hardware products is a trade-mark of The Yale & Towne Mfg. Company warranting that 
the goods so marked are made by that company. It is used alone only on goods of high quality. It is qualified in the form 
*YALE JUNIOR’, on goods of lower grade and cheaper construction for use where high quality 
hardware a 


lock security are not essential.’’ 





Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 





Pes 
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PERFECT 
TEMPER 










The best known 
and known as 
THE BEST 
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an iF 


e Pt .RTENTEQ 


| 
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The World’s Finest 


Kelly Axe & Tool Co. 
Charleston, W. Va., U.S. A. 
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Quick Results From the Classified Section 
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Hardware Age, 239 West 39th St., New York 


“‘Classified Opportunities Section’’ 
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‘Popular Science” 
— me the ideas that 







He buys paint 
—and lots of it 






N POPULAR SCIENCE 
MONTHLY men see things that 
they want to make with their own 


hands. 


For making these articles they 
need, and buy, tools of every kind, 
paint, varnish, builders’ hardware: 
thirty-two times as much as the aver- 
age man buys in a year. 


And more than 350,000 such men 
—“handy men” who enjoy working 
with tools—read Popular Science 
every month. Geo. R. W. Roberts, 
Long Beach, Cal., is one of these 





—and builds a home 


“handy men,” who work with tools 
as a hobby. Let Mr. Roberts tell you 
what he buys: 


“In the last year,” he says, “‘I 
spent $83.31 for paint and brushes, 
$187 for a lathe, and $50 to $75 for 
hand tools, for my work and pleas- 
ure at home. I expect to put $50 
to $75 more into tools every year, 
as | always make it a point to buy 
the right tools for every job. 


Uses Popular Science Ideas 


“I make use of the practical plans 
and ideas that appear every month 
in Popular Science. In my spare 
time I built my own home, except 
for plumbing and wiring. After mak- 


. keep me buying hardware 
— Says Mr. Roberts 


Ds 










a 20-foot motor boat and 
scores of other things 


ing a Popular Science garden gate 
and trellises, 1 now am building a 
20-foot motor boat, besides a fleet 
of miniature ships. I surely do ap- 
preciate Popular Science.” 


Read Popular Science Monthly. 
The coupon will bring you the cur- 
rent, issue, free. Then you will 
know it pays to stock and display 
the good brands advertised there. 


Readers of POPULAR SCIENCE MONTHLY are the hardware stores’ best customers. These manu- 
facturers know this. They are helping you by their advertising in POPULAR SCIENCE MONTHLY. 


ae bas ay Co. (Kyanize) ....Boston, Mass. 
. B. 


4) eee: Toledo, Ohio 
Elec phat co ke ee . .Cicero, Ill 
Detroit White Lead Works...... Detroit, Mich. 
Parks Woodworking Mach. Co., Cincinnati, Ohio 
South Bend Lathe Works..... South Bend, Ind. 
L. S. Starrett Company....... .Athol, Mass. 
Rutland Fire Clay Co., " pisdhiiaig Plaster and 
No-tar-in-Roof Coating Faia . Rutland, Vt. 
Addison Leslie Co., Plastic Wood. Canton, Mass. 
Wid COO WOES |. o.ccesssrted Chicago, Ill. 
Nicholson File Company.... . Providence, R. I. 
Peck, Stow & Wilcox Co... .Southington, Conn. 
Millers Falls Company..... Millers Falls, Mass. 
The Carborundum Co. ....Niagara Falls, N. Y. 
Simonds Saw & Steel Co. ..... Fitchburg, Mass. 
Trimont Mfg. Company ....... Roxbury, Mass. 


Remington Arms Co., Inc.....New York, N. Rg 
David Maydole Hammer Co. .. .Norwich, N. 

Up-To-Date Machine Works .. Chicago, iit 
Clemson Bros., Inc......... Middletown, N. Y. 


Smooth-On Mfg. Co....... room A City, N. J. 
The Stanley Works , .New Britain, Conn. 
Zone Wines OC GCe..... 2... Buffalo. N. Y. 
mame Ge Gee Ge... 2.6. Springfield, Mass. 
Fayette R. Plumb, Inc... . Philadelphia, Pa. 
North Bros. Mfg. {ce Philadelphia, Pa. 
Clayton & Lambert Mfg. Co... . . Detroit, Mich. 
Champion Spark Plug Co. ....... Toledo, Ohio 
Moline Pressed Steel Co. ..... E. Moline, Ill. 
Delta Specialty Co........... Milwaukee, Wis. 
Yale & Towne Mfg. Co...... Stamford, Conn. 
Brown & Sharpe Mfg. Co.... .Providence, | = a 
Black & Decker Mfg. Co...... . Towson, Md. 
American Screw Co. ........ Providence, R. ¥. 


Apco-Mossberg Corp.......... Attleboro, Mass. 
Bridgeport Hdwe. Mfg. Co. . . Bridgeport, Conn. 
Lockwood Motor Co........... Jackson, Mich. 
Russia Cement Co. (Le Page’s Glue) 

Gloucester, Mass. 
National Elec. Products Co. . . New York, N. Y. 
pe To See Toledo, Ohio 


Every tool product advertised in Popular Science is guaranteed, after rigorous tests and approval, 
by the POPULAR SCIENCE Institute of Standards 





Popu 





ular 


Founded 1872 


cience 


MONTHLY 


Billings & Spencer Co. Hartford, Conn. 
Midland Appliance Corporation .Chicago, III. 
Porter Cable Machine Co. Syracuse, N. Y. 
United Elec. Motor Co. ...New York, N. Y. 
J. D. Wallace & Co.. oy . Chicago, Ill. 
H. Gerstner & Sons ; Dayton, Ohio 
Greenfield Tap & Die Corp. Greenfield, Mass. 
Plomb Tool Co....... Los Angeles, Cal. 
Goodell-Pratt Co. ... Greenfield, Mass. 
E. C. Atkins & Co., Ties... Indianapolis, Ind. 
Henry Disston & Sons, Inc. Philadelphia, Pa. 
Wooster Brush Co... . .. . Wooster, Ohio 


Popular Science Monthly, 
38° Fourth Avenue, 
New York 


Send me a free copy of 
Popular Science Monthly 
and your “Hardware 
Supplement,” the safe 
guide to good buying. 
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Links and Rivets 


CHAIN is as strong as its weakest 

link. So, too, the strength of any 
product held together by means of 
rivets is largely determined by the 
quality of the rivets used. Our rivets 
are made from special metal that in- 
sures maximum strength. Constant 
inspection keeps our Tubular and 
Clinch rivets uniform in quality. 


Pacific Coast Representative, 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


Sipproved / 


——— by the keenest 


buying brains in the country 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


‘The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 
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+ Remodeled homes are an excellent market 


for Bakelite Molded Door Knobs 





HOUSANDS of homes are re- 

modeled and refinished every year. 
When doors are refinished, the old 
knobs look even more shabby, and on 
a basis of appearance alone, new Bake- 
lite Molded Knobs are very easily sold. 
Bakelite Molded door knobs overcome 
the troubles commonly experienced 
with knobs of other materials. Unlike 
glass, Bakelite Molded will not crack 
or chip. The permanent finish of this 
material will not corrode or stain, and 


Bakelite Molded door knobs are made by the National Brass Co., Grand Rapids, Mich. 











there is no lacquer or plating to wear 
off or tarnish. 


An attractive display of Bakelite 
Molded door knobs is easily arranged 
with the help of the manufacturer. 
Buyers quickly appreciate the variety 
of finishes available, and find it easy to 
select knobs to match particular 
schemes of decoration. Your request 
will bring the manufacturer’s coopera- 
tion. 


BAKELITE CORPORATION 


247 Park Avenue, New York, N. Y., Chicago Office, 635 West 22nd Street 
163 Dufferin St., Toronto, Ont. 


LIT 


BAKELITE CORPORATION OF CANADA, LTD. 


REGISTERED 


MATERIAL OF 


. PAT. OFF. 





A THOUSAND USES 


“The registered Trade Mark and Symbol shown above may be used only on products made from matenals 
manufactured by Bakelite Corporation Under the capital ‘‘B” is the numerical sign for infinity, or unlimited 


quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's products.” 
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Says the Architect........ 


“There’s hardware true to tradition. Designs I 
can recommend as authentic replicas of those 


of long ago.” 


Says the Builder ......... 


“What a finish that hardware has! Rust-proof- 


ed and durable.” 

















Says the Carpenter. ....... 


“Man, but this hardware goes on easy. Fits 


into place every time—every plece accurate.” 

















THE HOME BUILDER 


«“That’s what I want. Those are the 
real old shapes I love. And I can 
match up the patterns in every piece 
I need, all over the house from front 
gate lantern to garage set, from chim- 
ney irons to cupboard hardware and 
shutter dogs. Best of all, it’s stamped 
with the name ‘McKinney’, and I can 
buy it at a reasonable price.”’ McKin- 


ney Mfg. Company, Pittsburgh, Pa. 


Says McKinney ..... 


If you haven’t a complete catalog, 
write us at once. We'll gladly send 


MCKINNEY 
HARDWARE 
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TRADE . 


WINDS 


By LLEW S. SOULE 


THE BALLY=HOO BEGINS 


HE chain stores are planning to tell their 

story to the public. It will be a very plausi- 

ble story, presented in many ways, through 
many channels. It will, in all probability, have its 
leading characters in the accepted story-book style. 
Let it suffice to say that the so-called independent 
retail merchant will not be the “hero” of the tale. 

The chain stores now have a national association. 
Only a few weeks ago this association held its second 
annual convention in the city of Chicago. At that 
convention a publicity campaign was _ formally 
launched, with the view of educating the dear public 
to the virtues of the chain store. The association de- 
clared unanimously in favor of a proposed budget 
of $250,000 to finance the program of education dur- 
ing the coming year. 

Why this sudden publicity attitude of the chains ? 
There is always a reason when $250,000 is involved. 
Is it possible that consumer acceptance of the chain 
has not been so hearty and unanimous as some would 
have us believe? Can it be that the increased volume 
we read about is due more to increased numbers of 
chain store units than to increased sales per unit? 
Apparently, the independents have the chains doing 
a little worrying on their own account. 

According to reports of things brought out at that 
convention, all has not been smooth sailing. The 
chains have met with considerable opposition, which 
comes largely from local bankers of towns, farmers’ 
organizations and union labor. There is also a no- 
ticeable opposition reflected in increased efficiency of 
independent merchandise distributers. The chain 
shoe is beginning to pinch, hence the appeal to the 
public. 

As to the program—it will include a bureau of 
trained speakers steadily employed, a syndicate bu- 
reau to prepare and broadcast publicity material 
through newspapers and magazines; a_ research 
bureau for digging up material, to be placed at the 
disposal of the press and supplied to colleges, uni- 
versities and others who can be interested in it; a 
bureau to handle legislative activities and legal. meas- 
ures to offset legislation considered inimical to chain 
store interests. 

In addition, the association will increase the circu- 





lation of its paper, Chain Store Progress, which will 
be sent to business executives, labor union officials, 
bankers, farm organizations and the general public. 
Later, paid advertising will be used as part of the 
plan. 

Local banking institutions will probably receive 
considerable attention in this campaign. Local bank- 
ers have found that the majority of their chain store 
business is handled at a loss—so something must be 
done about the matter. It has even been suggested 
that a plan be worked out whereby the banks would 
handle the chain business on a service fee basis. 
Such a plan might work, provided local bankers fail 
to realize that the fee system puts them in the class 
of “hired men” rather than independent business 
factors. After all, the chain store system is largely 
a “hired-man” system. 

It is more than probable that local bankers will 
balk at the fee bait. They will realize that fees can- 
not supply the money required for loans to finance 
projects necessary to community development. THey 
will hardly relish the idea of their banks acting as 
mere loan agencies for big city financial institutions. 

We rather imagine also that chains will find it 
difficult to sell their story to union labor. The wage 
history of chain stores is not written along union 
lines. Be that as it may, the chain stores through 
their association are preparing tg do something very 
definite and concrete, to win a larger measure of 
public approval for their system of distribution. 
They are preparing to put organized effort behind 
carefully prepared plans. 

They realize the tremendous advantage the inde- 
pendent retailer holds as a community factor; they 
realize that his trend toward greater efficiency is 
increasing that advantage. Quite naturally, they are 
going to try to reverse the situation. They are going 
to make the attempt in an organized, systematic way. 

There are three factors in the independent dis- 
tribution system: manufacturer, wholesaler and _ re- 
tailer. Each is vitally interested in maintaining that 
system. Perhaps there is a hint for them in the 
organized effort of the other distribution system. 


Meanwhile the Bally-Hoo is on. 
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A SODA FOUNTAIN 


ITH modern equipment it is 
easy to sell people, providing 
you can get them into your 
store. Christopher H. Snyder recog- 
nized this when planning the new 
Snyder & Robins, Inc., store at 
Asbury Park, N. J. He knew that 
building a steady store traffic was 
actually the only serious problem in 
retailing. He knew also, that while 
good lighting, cleanliness and order- 
liness of displays would help, there 
must be something of a feature with 
universal appeal and of frequent 
necessity, to bring people face to face 
with the advantages of trading at 
the new store. In a space which 
might otherwise be unproductive, he 
has installed a modern soda fountain 
and luncheonette, as a traffic builder 
for his regular and special lines. 
The announcement advertisement 
inviting the public to visit the new 
store at 502 Main St., promised 
modern equipment, merchandise and 
methods with a continuation of that 
good old fashioned quality of court- 
esy and hospitality which has been 
characteristic of the firm’s twenty 
years of mercantile development. 


For twenty years Mr. Snyder as president, treasurer 
and active executive of the business has constantly sought 


we : ai 
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Outer circles indicate position of automatic vending machines for selling candy and cigarettes. 
soda fountain in relation to general store, the fountain cashier’s desk and the basement stairway. 


Snyder & Robins, Inc., 
Asbury Park, N. J., Open- 
ed New Store August 2. 
Increased business for Au- 
gust 100 per cent and for 
September 50 per cent, 
when compared with same 
months fast year 








C. H. SNYDER 











that section. 


in a most earnest way, information 
and advice which would enable his 
store to currently express modern 
merchandising. Each feature, each 
department and in fact every single 
detail which contributes to the new 
store, represents the best composite 
planning available. 

The location was selected after a 
survey. It provides ample parking 
for customers’ autos, is handy to the 
center of the town, and is most con- 
venient to the residential section. It 
is in that part of town which is the 
natural entry for those who come 
from most of the neighboring vil- 
lages. One mail order branch store 
is directly across the street and the 
other is around the corner. Being 
in the middle to the two, Snyder & 
Robins finds its own drawing power 
augmented by the advertising and 
general promotion of these two in- 
terests. Some competition has been 
felt of course, but the advantages of 
the location more than offset the 
negligible lost sales due to the prox- 
imity of these big interests. In fact 
Mr. Snyder feels that they will help 
create a new trading center for the 


town, which will soon make rentals extremely high in 





Large center circle shows location of 
This is explained in the story 
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|| BRINGS FHARDWARE TRADE 


The former store of the company 
was also on Main St., about four 
blocks south. To sum up the new 
location’s advantages Mr. Snyder 
said he saw more business with rela- 
tively less rent. The store is large, 
about 124 feet long and 50 feet wide, 
providing 6200 square feet on the 
main floor and same in the basement 
or a total of 12,400 square feet in all. 
The building is so constructed that 
it can be remodeled, extra floors built 
up, the mezzanine extended or re- 
moved, etc. In other words, though 
the store, “as is,” represents exactly 
the current needs of the business 
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SNYDER & ROBINS*<. 





provision has been made for altera- | Two good sized doorways and four display windows feature the store front 


tions, which expansion or changed 
conditions may necessitate in the fu- 
ture. 

Probably the most startling feature 
of the new store is the soda fountain and luncheonette 
directly in the center and behind the main window. 
Flanked on one side by a battery of cigarette vending 
machines and on the other side by similar machines for 
selling automatically small packages of candy, this hard- 
ware store innovation has created considerable specula- 
tion not only by local consumers but by all nearby hard- 
ware factors who watch with interest the results of this 
idea. 

The idea, like most good ones, is simple. Mr. Snyder 
explains “as hardware merchants, our only real problem 
is to bring people into our store, 


of Snyder & Robins, Inc., new store. The fourth window is narrow. It is 
directly behind the center window seen in the picture, and is used to display 


refreshments available at the fountain 


requests for light breakfast service from seven to nine 
that we are working out a plan to provide toast, buns, 
cakes, coffee and fruit. The new Y.M.C.A. is around 
the corner and it has a full house of roomers all the 
time. Without some breakfast service such as we plan 
these roomers must go downtown as the Y.M. does not 
serve food except on special occasions. Our regular all 
day menu includes sandwiches, cakes, pies, coffee, tea, 
cocoa, all kinds of icé cream, sodas, frappes, sundaes, 
soft drinks, etc. 

“Our fountain is in a place which would otherwise 


so that they may see and buy the mer- Ample lobby space is available in this front so that people may observe all 


chandise we have for sale. It is 


people to a place where you can sell 
them. We can attract attention by 
our windows, our newspaper adver- 
tising, can maintain a reputation for 
values, service and all that, but we 
must have in our new store some 
feature, not usually associated with 
hardware stores. It must be a feature 
which has frequent and universal 
appeal. As all people must eat three 
_ times every day, something associ- 
ated with nourishment seemed to be 
the best proposition, hence our soda 
fountain and luncheonette, which in 
a few weeks has proved a great draw- 
ing card for the store. 

“Our original intention was to 
have the fountain open for lunch 
and supper but we have had so many 


displays. The fountain shown below is directly behind the hidden fourth 
easy to sell, but not so easy to get window. 


The fountain has: been profitable from the start. 
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be our poorest paying 
space. A man leaving 
the store would hardly 
stop to look at, or buy 
many of our regular 
lines but thinks noth- 
ing of stopping for a 
drink. Being handy to 
our two front doors, 
people slide in and out 
for refreshment. As 
they have to turn 
around to pay the foun- 
tain cashier they will 
get at least a quick look 
at our main sales floor and wil note 
our basement salesroom. The latter 
being well lighted will attract atten- 
tion from even the most casual. 
“Though our experience has been 
short, we are assured by results to 
date that the luncheonette is bring- 
the people here, which as I said be- 
fore is really the only tough problem 
in retailing. The plan of a fountain 
and its location is not original with 
us. It is a plan followed by many 
successful organiza- 
tions and my plan for 
thirty years has been 
to follow the methods 
of successful business 
men tn all fields. 
“Our complete 
lighting outfit pro- 
vides practically day- 
light conditions at all 
times. We turned this 
job over to the best 
illumination engineer 
connected with the lo- 
cal electric light and 
power company. He 
and the building con- 
tractor disagreed on 
most points, but we 
decided to stick with 
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These pictures show position 
(on mezzanine) of the Hard- 
ware Inn, also inside and out- 
side pictures of this model 
builder’s hardware conference 
room. Seasonable turniture, 
modern lights, window shades, 
and radio will be furnished by 
local firms handling sych mate- 
rials. Courtesy cards indicat- 
ing loaners are used 














the expert who put 200-watt lamps 
throughout the store and 150-watt 
lamps in the windows. The latter 
have 79 outlets. Practically every 
light in the building can be individ- 
ually controlled, so that we can regu- 
late our lighting as required. But at 
the suggestion of the light engineer 
we have adopted a minimum schedule. 

“We followed the same practice 
in arranging the display fixtures. 
R. J. Van Hyning of W. C. Heller 
& Co., Montpelier, Ohio, who furn- 
ished and installed our 


furniture, argued us 
into doing _ several 
things, for which we 


are now grateful. Our 
soda fountain was de- 
signed and installed by 
the best expert we 
could find. In other 
words, we know we 
don’t know everything, 
but that with a little 
digging we can avail 
ourselves of expert help 
and thereby have the 
benefits of various spe- 
cialized experience. 

“The lighting man 
put in ten colored spot- 
which according to his ex- 
would give the proper 
‘olow’ to all parts of the store day 
or night, with a special amber glow 
for the ‘Hardware Inn.’ ” 

“We had a few open type display 
fixtures in our old store and were 
well sold on them before we started 
to plan the new place. The most im- 
portant thing we learned from open 
tvpe display tables was something of 
a shock to us. We found out that 
our decisions as to 
what the public want- 
ed and did not want 
were inaccurate. In- 
tending to close out 
certain lines we classi- 
fied as unsalable we 
ciscovered a healthy 
and active market, 
just as soon as we 
gave these lines the 
light of day. Items 
which we thought 
were always in de- 
mand were slow, etc. 
The open top tables 
make the customers 
regulate your buying. 
It is much easier to 
keep a check of your 


lights, 
periences 
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active lines, your requirement for replacement and your 
control of assortment. In the next few months we ex- 
pect to revise our stocks considerably. In some lines, 
particularly in the housefurnishings department, we will 
go in for higher priced goods and in a few instances 
for a lower priced assortment. With practically all of 
our stock on display customers began to show us what 
we should have and what we shouldn’t have. 

“Intending to open the new store with almost a brand 
new stock, we started to close out our former stock. We 
planned a two weeks’ sale starting May 13, using new 
and old tables, plenty of advertising, worked all one 
Sunday and opened the doors on Monday with two- 
cent tables, nine-cent tables, etc. A few specials were 
used as leaders but the bulk of our offerings were from 
our regular stock. Just about the time our two weeks’ 
period was over the summer folks began to come to town 
and by popular demand we had to continue the sale for 
a few weeks, reducing our general stock to a point where 
it was easily moved. There is nothing like an intensive 
selling effort to provide education. In the last eight 
weeks at the old store I learned more than | had in the 
rest of my thirty years in the business. 

“We sold quickly and had to recorder items which had 
been hidden for two to five years because we ‘knew’ 
they didn’t sell on demand. From all of this, we will 
soon have our stock properly balanced and by constant 
vigilance will keep it active. Our stock would probably 
inventory at $80,000 today but we will shortly reduce it 
to a working average of $50,000 with our new equip- 
ment, used the way our experience is teaching us. 

“We have added many lines. Sporting goods com- 
plete as we now have it is new and going good. We al- 
ways handled electric trains and a few other toy lines 
with our wheel goods. Every Christmas for many years 
we enjoyed a wonderful toy trade which we knew would 
continue throughout the year if we gave the line space 
and display. Our housefurnishings department is prac- 
tically doubled and our paint department will include 
unpainted furniture, stencils etc. 

“Our sale in closing up the old store taught us that 
intelligent planning brought more permanent business 
than the imaginary lure of mere racket type low prices. 
Of course in our former agricultural equipment lines 
we closed out, regardless of original cost as our new 
business will be done with the residential trade exclus- 
ively. 

“Though we are proud to be in the hardware business, 
we are going to advertise ourselves as a merchandise 
store. Hardware, paints, and household hardware will 
always be the backbone of our stock but the only re- 
striction we will place on our future departments, is 
our ability to make sales at a profit. 

“The layout of our store permits closer departmenti- 
zation. If we wish to experiment, and we may do so, 
we will shift some of our departments to different lo- 
cations.- By constantly studying, and soliciting ideas 
from others we intend to keep our business modern and 
efficient. The closer departmentization permits dividing 
more intelligently the responsibilities of this big store. It 
will enable us to concentrate our studies by departments, 
then as needed we can study each department and all 
of its problems separately and can make changes, which 
otherwise might not occur even in our minds. 


“Our housefurnishings are in the left hand side of 
the main floor. Buyers in this department pay cash, so 
we feel they should have this very convenient location. 
Our various electric signs indicate the departments, and 
have already received compliments from customers who 
appreciate the saving of time they permit. 


(Continued on page 108) 
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Floor plan of the Snyder & Robins store at 

Asbury Park, N. J., showing the location, near the 

front entrance, of the soda fountain which was re- 

sponsible for the improved sales return of the 
new store 
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HIGH HNANCE — SHOW WINDOWS — 
CUTLERY 


By SAUNDERS NORVELL 


OU can always learn something if you can get a 

specialist to talk about his specialty. I. have just 

had an opportunity to ask a few questions of one 
of the leading bankers of this country. He did not 
know he was being interviewed. Possibly he would not 
submit to an interview. 

I said to him, “Mr. X, I would like to ask you just 
a few simple questions that may be so simple from your 
point of view that you will smile’ at my lack of informa- 
tion on the subject. 

“First of all I would like to know why money is 
commanding such high rates of interest.” To this he 
answered—‘You know, all credit is based on gold. All 
the nations, all the banks of the leading nations of the 
world on the gold basis have gold reserves. Now, in 
the past few years, or since the war, there has been such 
an enormous expansion of credit that the plain fact is 
there is not enough gold in the world as a basis for 
this credit. In other words, the holding of gold by the 
various nations has not expanded like the demand for 
credit. 

“Now, this expansion of credit has been especially 
great in the United States. The only known way to 
hold down this expansion is by advancing the interest 
rates. Here in the United States, as you know, interest 
rates have been advanced, but it seems to have very 
little effect upon the constant demand for credit. Credit 
is called for regardless of the high rates of interest. 
This has placed American interest rates on an abnormally 
high level. These interest rates ruling in the United 
States have attracted money from other nations, just 
when these nations needed the money most to take care 
of their own affairs. Therefore, the financial situation 
in the United States has affected interest rates all over 
the world. 


66 

i a demand for credit has been largely caused by 
speculation on Wall Street, and that is the cause of the 
difference between Wall Street, Wall Street banks, and 
the Federal Reserve Bank. This latter bank has been 
trying in every reasonable way to curtail credit, trying 
to stop speculation, trying to send money back, both 
in this country and to foreign countries, where this 
money will be used for productive, constructive and not 
for speculative purposes. 

“Take the case of Germany, for instance,” he said, 
“on account of the drain of money from Germany, large- 
ly to the United States, the Reichs Bank lost about 35 
per cent of their gold reserve. This was a very serious 
situation. In order to curb the extension of credits in 
Germany the Reichs Bank actually rationed the other 
German banks. In other words, each bank was told how 
much money they could loan. Later, it was found 


necessary to even reduce these rations. As a result of 


this condition money interest rates in Germany have gone 
very high. This has had a very bad effect upon the ex- 
pansion of business, and it has also caused severe reduc- 
tions in the price of German securities. Money has been 
so scarce that the Germans have found it necessary to 
sell their securities at what they could get for them 
simply to realize cash. This will explain why certain 
German bonds, that all the banks over here tell us are 
perfectly good, have declined to a very low level. 


sé 

Ox the other hand,” said this banker, ‘‘the financial 
situation in France is probably easier than in any other 
European country. This has been brought about by 
a very peculiar situation. At the time when the franc 
was declining, over a period of years, the French people, 
in order to protect themselves, sold French securities 
and invested their money in foreign countries. Great 
sums of French money were invested not only in Eng- 
land, but here in the United States. About a year ago 
the French franc was stabilized and then the Frenchmen 
feeling safe have made deals with the French national 
banks, by which they turn over their foreign securities 
to the French Bank and in return receive credits from 
these banks. The French national banks have held 
these foreign securities, or balances in foreign coun- 
tries, and now it is estimated that France has a credit 
here in the United States of at least a billion dollars. 
As a matter of fact, these financial transactions in France 
have led to a situation in which French money is actually 
doing double service. In other words, credit has been 
doubled. The French government by taking over these 
foreign securities from their citizens have established 
very large foreign credits while at the same time with 
the same money they have established credit for their 
custémers in France. As you no doubt have noticed, 
the Bank of England has recently advanced their rate 
and, of course, this advance was made to keep money 
at home and stop its flow to the United States.” 

x * *k x 


The other day in an elevator I met one of the richest 
men in the United States. Always grasping an oppor- 
tunity to get information I asked him what he thought 
of the present market. This gentleman smiled, and shook 
his head, and said, “The prices of stocks, especially some 
of the favorite stocks, are entirely too high to suit me. 
I cannot see it.” 

I, myself, happen to have a small amount of stock in 
a company that has been very prosperous. The stock 
has increased in value on the Stock Exchange about ten 
times since I bought it. Happening to meet one of the 
officers of this company I remarked, “It does seem to 
me your stock is pretty high.” “Well,” he replied, “our 
company is doing a wonderful business.” “Yes, all that 
may be true,” I replied, “but if you will take the actual 
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assets of the company, according to your last balance 
sheet, and then compare this total with the value of your 
stock on the Exchange, it strikes me that your stock 
is very high.” “Well,” he replied, “that difference is 
based on the earning power of the stock, not on the 
assets.” “Now, answer me this question,” I inquired. 
“Do you think your stock is today actually worth the 
price it is being quoted?” “No,” he answered, “of 
course not. The price on the Stock Exchange is simply 
discounting for the future. No doubt in a year or two 
our stock will be worth just about what it is selling at 
on the Exchange today.” 

Thinking this matter over, and as I am not quite 
sure whether I will be here myself in a year or two, I 
telephoned my broker to sell this stock. 

* * ok x 

Here is another idea that I picked up from a mer- 
chandising manager for a large and successful company. 
“No doubt,” said he, “you have noticed in the financial 
papers that the buying of stocks this year has been very 
‘selective’.” Now, by this he meant that the buying 
public, especially the investment trusts, have become 
very fastidious about the stocks they buy. This has led 
to large advances in the prices of the stocks of some of 
these prosperous and popular companies. 

“Now,” said this merchandising manager, “in my 
opinion this careful selection of stocks will continue. 
We are going to have high prices for very good stocks, 
while some of the poorer stocks, the companies that are 
not making any money, that are not well managed, will 
have a hard time of it. We are faced with a spectacle 
of selective stocks advancing while a long line of fairly 
good stocks are declining in price. 

“Now,” said this merchandising expert, “you are going 
to see this same process work in the buying of merchan- 
dise. Merchants are also becoming very discriminating 
and fastidious in their buying. The best known, well 
established, quick selling brands of goods are meeting 
with increased sales. Merchants are seeking these lines, 
while on the other hand, they are looking with a good 
deal of suspicion upon unknown, and less popular goods 
on which the consumer demand is very uncertain.” 

In other words, so this merchandising manager says, 
we are going to have more and more selective buying in 
merchandise as well as in stocks. 


* * * X 


‘Eee other day I drove in an automobile from New 
York to Larchmont. On this journey I passed through 
all of the upper part of New York City and then through 
the main streets of a number of lively villages—Mount 
Vernon, Pelham, New Rochelle, Larchmont. Sitting 
alone in the car, smoking a cigar, I spent my time study- 
ing the show windows of the many shops we passed. 
As it happened to be Saturday afternoon the sidewalks 
in these towns were crowded. On account of the crowd 
a person in a passing automobile, even when it was 
riding very slowly through the town, could not see any- 
thing in the shop windows. The lower part of the 
windows were completely hidden by standing, and pass- 
ing pedestrians. 

As I smoked I was suddenly struck with a very new 
idea. There is a whole lot of money in this idea for 
somebody. I read a lot, but I have never seen this idea 





touched upon in any magazine or trade paper article. 
Now, here is this great idea free, gratis, for nothing. 
The lower part of a show window should be arranged to 
sell pedestrians on the sidewalk; but the upper part 
of a show window should be arranged to catch the eye 
of people passing in automobiles. 


eee means that from the bottom of the show window 
up to a point about six feet shoukd be arranged for close 
observation from the sidewalk; but from six feet above 
the sidewalk to the top of the window cards and signs 
should be arranged in large type to catch the eve of the 
passing automobilist. 

At one point, for instance, on account of traffic signals, 
my car stopped. In looking at a show window very 
attentively I managed to see, notwithstanding the pass- 
ing pedestrians, that the lower part of this window was 
full of dolls. To each doll was attached a price tag. 
The show window, however, was quite a low one and 
these dolls did not occupy a space of more than four 
feet from the floor. Above these dolls the entire top 
of the window was blank, not a card, nor a sign. It 
occurred to me that in a case of dolls, such as these, two 
displays could have been made in the same window. A 
lower display for the sidewalk and an upper display of 
suspended dolls for the benefit of people in cars. Now, 
of course, I am only speaking of dolls because I happened 
to see a doll window, but does not this apply to many 
other lines of merchandise ? 

Another thing struck me, that was that many mer- 
chants lower their awnings, and then they completely 
block their windows from the observation of anyone 
passing in an automobile. These awnings come down to 
within six feet of the sidewalk and, of course, no one 
but a pedestrian can see the goods shown in the window. 
On this little trip I noticed a number of stores that were 
completely blocked by awnings. Of course, it may be 
necessary to protect many lines of goods from the sun, 
but, on the other hand, especially the hardware line, the 
sun cannot do any damage and it, therefore, strikes me, 
looking at the matter simply from a standpoint of win- 
dow display, that a merchant should be pretty careful not 
to shut himself out from the passing world with his 
awnings. 

I propose to make some further investigations in re- 
gard to show windows and automobiles, but with the 
above hint possibly some of my hardware friends may 
get in a car and drive by their own stores and see how 
things look. 

Another thing to consider is how your windows look 
from across the street. Absolutely nothing shows from 
the other side of the street except cards and advertising 
matter in the upper part of the window. Of course, the 
lettering on these cards should be large enough to be 
read at a distance. This should be a hint to some of our 
manufacturers in preparing advertising strips for show 
windows to attract the eyes of automobilists. Wouldn't 
you think these ideas would especially apply to auto- 
mobile accessories as carried and displayed in hardware 


stores? Sri ae 


About a year ago I wrote an article in HARDWARE 
(Continued on page 108) 
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THE OLD and THE NEW 


These photos show, graphically, the contrast between the 

former store of Bohn & Isenberg, Baraboo, Wisc., and 

this company’s modernized place of business. The plan- 

ning and installation of Hibbard Shelving and Tables were 

supervised by the Dealer’s Service Bureau of Hibbard, 
Spencer & Bartlett & Co., Chicago, IIl. 
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HIS is only a small portion of 

the crowd of 500 youngsters 
who turned out to one of the Tenk 
Hardware Company’s attractions. 
They represent the firm’s future 
customers 


. — 





E N. SANDIFER (left), adver- 

° tising and display manager, 

and R. L. Witzelben, store man- 

ager, of the Tenk Hardware 
Company 


ND keep your store before the girls too, as far 
A as that’s concerned, for both boys and girls are 
valuable customers for any firm to cultivate, while 

they are young, as they become even more valuable 
assets in later years. In Quincy, Ill., the juvenile popu- 


lation . . . girls as well as boys, are usually very much 
excited over the latest “stunt” to be sponsored for them 
by the Tenk Hardware Company. The “kids’’ never 


know what to expect next. Their enthusiasm knows no 
bounds when a new “stunt” is announced—’Cause 
Tenk’s always have somethin’ doin’! 

It generally requires something very real and tangible 
to attract the attention of children and center their in- 
terest on a hardware establishment. But—R. L. Witzle- 
ben and FE. N. Sandifer of the Tenk firm—love chil- 
dren, and they often burn the midnight oil, thinking up 
new stunts for the kiddies. Sometimes it is difficult 
to think up a new one, that will go over with a bang, 
when boys and girls keep as closely in touch with the 
latest developments as our modern juniors. However, if 
there’s a possible chance a new stunt can be devised— 
Witzleben and Sandifer, are the pair to think it up and 
put it over in blue ribbon style. They understand boys 
and girls and delight in finding new means to favorably 
impress Tenk’s on the minds of the kiddies. 

Obviously, one reason for developing closer friend- 
ships with the children, is to sell more wheel goods, toys 
and sports equipment. In this, they succeed admirably. 
At the same time, they achieve something infinitely more 
important, for the stunts arranged for the kiddies, serve 
as the means for developing stronger ties between the 
children and the store. Through similar events, the child 
and the store will be bound together more firmly each 
year, until at maturity, the relationship will become so 
intimate, as to be practically inseparable. 


lie boy of today is the man of tomorrow. He’s the 
fellow that buys a fifty-cent pop gun today, and the fifty 
dollar duck gun tomorrow. The girl of today, by the 





KEEP YOUR STORE 
BEFORE THE BOYS 


same token, is the housewife of tomorrow. \\Vhere a 
toy cook stove, at a dollar, would please her immensely 
today, it will take a hundred dollar modern gas range, 
to satisfy her tomorrow. \hen business relations are 
established early in life and all transactions have been 
most pleasant and the treatment accorded the customer 
irreproachable with the quality just as represented 
since childhood—then it would be unusual indeed for 
the adult to think of going elsewhere than to the store 
of pleasant childhood memories, whem needing any 
article carried by such a friendly store. 


~ 
‘| HE adult mind is occupied with work or serious 
thought for the most part but the mind of the child is 
almost constantly concerned with fun and play. They 
must have games, toys*and pastimes for every wakeful 
hour. Amusement is their greatest problem. In this 
connection, do not overlook the fact that the hardware 
merchant, nine times out of ten, can provide the neces- 
sary equipment for most of the healthful and instruc- 
tive, therefore beneficial, children’s pastimes. The hard- 
ware dealer has earned the reputation for selling worth- 
while toys and playthings, which not only amuse chil- 
dren, but build brain and brawn as well. If children 
are interested in such things, and we all know they are, 
then the appeal for their attention should be directed 
through these channels, if you are to strike a responsive 
chord. 

What can a hardware store do to arouse the interest 
of boys and girls? Well, it really isn’t as difficult as it 
may seem. Just give it a little thought, and no doubt 
many things will occur to you. The photograph of the 
juvenile customers, in front of Tenk’s, at the close of 
their most recent children’s event, conclusively proves 
that it can be done. Over five hundred boys and girls 
were present on this occasion, so the picture shows only 
a portion of the assembled crowd. Don’t they look as if 
they are keenly interested in the proceedings? Isn’t such 


(Continued on paye 112) 
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Toys are an all-year-’round line with this store 


ULTIVATE the kids. If Mrs. H. C. Henderson 
C had a merchandising motto, that would be it. She 

owns and runs the Brookside Hardware, 122 
West Sixty-third Street, out in the Country Club dis- 
trict of Kansas City, Mo. Hers is a small suburban store, 
but she does a big business in juvenile goods. 

Because the kids of the district like to buy their play 
equipment of her she has built around their trade a 
substantial hardware business that keeps on growing. 
Kids have parents and parents buy grown-up hardware. 

Five years ago she went from St. Louis to Kansas 
City with her husband who opened the store. Two years 
ago he died. But the two had worked together in the 
business from the start. Both had realized the import- 
ance of making the establishment attractive to the 
youngsters. 

3y the time it was necessary for Mrs. Henderson to 
take sole charge, she had already made of herself an 
experienced hardware “man.” And she forgot the firm’s 
fixed policy of cultivating the kids; on the contrary, she 
intensified it. 


i¥ )YS and boys go together, of course; but, take it 
straight from Mrs. Henderson, girls are also boys so 
far as toys are concerned. Regardless of gender, the 
youngsters flock to the Brookside Hardware and make 
themselves thoroughly and literally “at home.” They 
know they’re welcome without being told so. 

From the tots on up to the huskies, they breeze in and 
breeze out with the utmost freedom. Yet they’re a well- 
behaved lot, just as well-behaved as good health will 
permit. Mrs. Henderson has a friendly, positive way 
with her that tolerates no abuse of privilege. She treats 
them all as good customers in the ’teens and under like 
to be treated. 

Such treatment is appreciated by their elders. They, 
too, come and buy their own needs. It’s a system, if you 


Mrs. H. C. Henderson, who 
moves a lot of toys out of her 
Kansas. City hardware store, 
appears constantly to the juve- 
nile mind through the medium 
of ever-changing displays. Be- 
cause of her interest in the 
boys and girls, their parents 
are also attracted by her mer- 
chandising service. 







“We had some of the 

fathers and mothers them- 

selves skating along Ward 
Parkway” 


= 


please, but a system based on profound, intangible human 
principles. Mrs. Henderson is sincerely fond of young 
folks and it never takes them long to respond to her 
kind of sincerity. She and they manage to be kids to- 
gether—with profit to the Brookside Hardware and 
satisfaction all around. 

It is as though she were their big sister who hasn’t 
forgotten how a kid’s playful mind works. Without 
pretense at anything of the sort, she must be mistress 
of juvenile psychology. There’s nothing mushy about 
her sentimental prejudices in favor of her young cus- 
tomers. She calls them kids, not kiddies. 

Between those two words and the mental attitudes 
they represent is a wide world of difference. Without a 
doubt the kids value the compliment. No kid old enough 
to know the glory of being a kid ever wants to be called 
a kiddie, although there are plenty of soft-spoken adults 
who have never made this discovery. At any rate, this 
is about the way Mrs. Henderson looks at the matter. 

Wheel goods of all kinds—scooters, sidewalk bikes, 
wagons and bicycles; electric trains; iron toys and fric- 
tion toys; sporting goods; roller skates and ice skates: 
small airplanes and airplane building accessories. These 


TOYS 
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[IN ALL-YEAR DEMAND 


constitute a large and increasing slice of the Brookside 
Hardware’s volume. 

The Country Club district is a well-to-do neighbor- 
hood. That fact accounts for some, but not all, of the 
success Mrs. Henderson meets in cultivating the juvenile 
trade. Nearly every kid has an allowance and spends it 
without flinching. 

Once a year each youngster has a birthday and insists 
upon celebrating it in the joyous company of his or her 
friends. Every birthday party calls for a dozen or so 
birthday gifts. Though it is impossible to cite exact 
statistics in this respect, it is certain that a high per- 
centage of these gifts come out of the Brookside Hard- 
ware. 


Mes. HENDERSON discovered the birthday’s buy- 
ing power several years ago and, so to speak, im- 
mediately made it a member of the firm. Thus almost 
every day of the year brings her extra business which, 
but for the exercise of her well-controlled imagination, 
could easily slip away into some other channel remote 
from the hardware “buyways.” 


It works something like this: 
Junior Merrick scoots in on his roller skates to have 


“ee 


them “serviced.” The Brookside Hardware is the best 
service-station he knows anything about; couldn’t ask 
for a better. Perhaps his skates need oil; perhaps a 
bearing has jammed. 

Whatever’s wrong, he has profound faith, founded 


on experience, that here it will soon be made right. He 
kicks off his skates and Harold Elliott, Mrs. Henderson’s 
assistant who is an expert repair man plies his craft 
deftly. Now the skates are ready. Junior sits down to 
put them on again, grunting a little over the job. 

Mrs. Henderson has him in the corner of her eye. 
‘That skate’s on the wrong foot, Junior,” she says with- 
out making too much of a point of it. 

“Well, I'll be darned!” the youngster exclaims heartily. 
He shifts the skate to the other foot. “Say,” he says, 
just as if he hadn’t changed the subject, “John’s goin’ 
to have a birthday party a week from Friday.” 

John who? Mrs. Henderson doesn’t have to ask it. 
She knows most of the Johns, James, Juniors and Janets 
for some distance around. 

Junior continues. “I gotta get him a present. How 
‘bout one of these little airplanes? That’d be keen.” 

‘‘Jane’s already bought one for him,” Mrs. Henderson. 

“Doggone that kid!” Junior’s disgust is explosive. “I 
bet she heard me say I was goin’ to get him one. She 
would! Well, what else is there?” 

Whereupon Junior and Mrs. Henderson go into a 
serious conference concerning what has and what hasn’t 
been bought to happify the absent John on his birthday. 
After eliminations, Junior makes a purchase and goes 
away happy on his own account. 

Such dialogues repeat themselves time and again at the 
Brookside Hardware. It is a veritable clearing-house 

(Continued on page 110) 


The Henderson hardware store is a veritable Mecca for the neighborhood youngsters 
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THAT QUESTION OF SKILL IN SPORT 


SETTLED BY ARCHER, FISHERMAN AND GOLFER 





ACH kind of sport has its champions, its par- 

tisans and its loyal followers. Frequently the 

followers of one kind of sport, say golf, just as 
an example, are extremely proud and jealous of this 
ancient and honorable pastime and inclined to feel that 
only in their favorite sport is human skill developed to 
its ultimate degree. 

Again the adherents of archery are fairly well con- 
vinced that the final degree of skill is required to suc- 
cessfully handle the bow and feathered shaft. 

Then the fisherman comes along with his delicate 
casting tackle and will probably be found willing to agree 
that bait casting requires about the highest degree of 
correlation between mind and muscle to accomplish suc- 
cessful results. 

Nor is it often possible to settle these questions of 


comparative skill by any direct means. Such an occa- 
sion was afforded, however, at the Rutland Country 
Club, Rutland, Vt., on Aug. 13, 1929. A skilled golfer, 
a practiced archer and an experienced bait caster, met at 
this club, each armed with the favorite implements of 
his craft, and played five holes in direct competition, the 
players being driven from the course at this time by a 
terrific wind and rain storm. 

The occasion was the annual meeting of the American 
Fork & Hoe Co., Cleveland, Ohio, held at the True 
Temper Inn, Wallingford, Vt., Aug. 12 to 16. This 
company is fortunate to number in its True Temper or- 
ganization three men, each skilled in one particular 
branch of sport for which the company manufactures 
equipment. It was therefore possible to arrange a 
tournament that would settle the questions raised by 
verbal argument as to which particular kind of sport 
requires the most skill. 

The tournament was arranged at the Rutland Country 
Club and the competitors were Roof Gilson, equipped 
with his favorite set of True Temper shafted golf clubs; 
Curly Moulton, with a True Temper steel U bow of 42 
Ib. pull; and Karl Kinnear, armed with a True Temper 
surf casting rod with 4 oz. casting weight for work on 
the fairways and a regular True Temper rapier steel 
tournament casting rod with 5@ oz. weight for the more 
delicate work on the greens. 

A regulation bait-casting target was provided on each 
green for Karl Kinnear, and a 9-in. bull’s eye for Curly 
Moulton. 

With the final details arranged the contest was started 
with ‘much encouragement for each player from the 
large crowd that had assembled to watch this unique 
sporting event. Bets were freely laid among adherents 
of the various sports represented that this or that con- 
testant would “walk away” with the event. The play 
was closely followed from hole to hole and it imme- 
diately became apparent that no one was going to have 
an easy time. 

In fact, the first hole was won by the caster, the second 
by the archer and the third by the caster. On the fourth 
hole, however, the contestants were tied and it was not 
until the fifth and last hole that thé contest was settled. 
This hole was won by Kinnear, with his casting outfit 
giving him a total of 25 shots for the five holes, or one 
over his par which had been established at 24. Second 
place was taken by Roof Gilson, golfer with a score of 
22, or two strokes over his par of 20, while Curly Moul- 
ton, with his archery tackle, came in third with a score 
of 20, or three over his par of 17. 

Below is given in detail the yardage and hole by hole 
score for each contestant. The interest aroused by this 
contest was so great that it is felt that clubs that want to 

(Continued on page 112) 

















etal aaa) 





Prafies 





HARDWARE AGE for OCTOBER 10, 1929 





Basketba 


OU should consider the basket- 

ball teams playing in your com- 

munity as profit-makers for 
your store. Although this indoor 
sport does not attract the large at- 
tendance at games, as does baseball 
and football, enthusiasm runs high 
and great interest is centered on the 
weekly or bi-weekly contests. 

Have you ever stopped to con- 
sider the various ways in which your 
local basketball team can bring added 
sales to you? 

Consider first, the place in which 
the game is played—usually a gym- 
nasium. Does the floor need a fresh 
coat of varnish before the season 
opens. How about the ceiling? Does 
it reflect light, so that the maximum 
amount of illumination is secured? 
Then there is the subject of lighting 
the gym. 
or if they are not, are those being 
used, the best for that particular 
room ? 


Are new lamps needed— | , 
| and act as soon as possible, for the 





OFFERS SALES 
POSSIBILITIES 


Someone is going to pocket the 
profits from supplying your local 
teams with basketball uniforms. 
Jersey, shorts, shoes, sweat-shirt and 
stockings run into an attractive figure 
—then when the individual outfit is 
multiplied by a squad order-—and you 
secure orders to supply several teams 
—it’s that “grand an’ glorious feel- 
ing” you’ve heard about. 

There is hardly a high school or 
college in the United States that does 
not have a basketball team. In re- 
cent years, teams have been organ- 


ized to represent manufacturing 


| plants, public utilities and service or- 


ganizations, such as the Y. M. C. A. 
and the Y. W. C. A. The sport is 
growing in interest and popularity 
each year. 

Think over the possibilities offered 


1929-30 basketball season will soon 


open. 





This unusual window display effect was used recently by a western dealer. 


related or unrelated merchandise 


Realistic toys made by Arcade Mfg. 


Co., Freeport, Ill., and North Ridge Pines made by the North Ridge Brush Co., Freeport, IIl., combine in this 
display giving it color and life. Both the toys and the pines can be used for many similar display effects with 
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The approach of the hunting season is heralded by this window display arranged by Mabie-Lowrey Hardware Co., 
Roswell, N. M. The background was a scenic painting and the outdoor atmosphere created through a setting of 
boughs. Attractive cards served to hold the interest which the display created. 


HUNTING DAYS ARE HERE 


Dealers benefit in many ways by satisfactorily serving sports- 
men. Window displays to stimulate arms and ammunition 


sales should incorporate originality and seasonal appeal. 


months. It is in these months that many sports- 

men replenish their supplies and equipment—in 
most cases at a hardware store. Dealers throughout the 
country have successfully sold arms, ammunition and 
camping equipment for many years." Their sales have 
been encouraged by unusually effective window displays, 
and the arms and ammunition department erected on the 
solid foundation of satisfactory service. 

In many years the serving of sportsmen during hunt- 
ing months is particularly beneficial to the dealer. Am- 
munition sales breed repeat sales, and there are always 
many items of a kindred nature which can be suggested 
to every hunter. 

The arranging of a hunting window display gives the 
dealer great leeway and opportunity to exercise his in- 
genuity. Most effective settings can be arranged at little 
or no expense. A window that is truly “different” can 
often be arranged to feature arms, ammunition and hunt- 
ing supplies when an original idea cannot be found for 
other merchandise. 

In the fall of the year it is not difficult to secure 
boughs laden with russet leaves. These in the back- 
ground and on the floor of the display have been and 
will continue to be effectively used. Some dealers have 
the facilities of securing logs, and have even built a 
lean-to in the window. It might be advisable to secure 


CD) nts and November are leading hunting 


from a neighboring furrier one or two mounted animals, 
if these are obtainable. This material combines to make 
a suitable and effective setting for merchandise of in- 
terest and of importance to the sportsman during hunt- 
ing season. 

Repeat sales to hunters always tickle the heart of the 
hardware merchant. He knows that if he can satisfy the 
sportsman—he has made a good friend in addition to a 
good customer. The sportsman will play fair and sends 
his friends and companions to the store that satisfies. 

If the hunter does not need a new rifle this season, it 
is entirely possible that a sight was broken last year and 
needs replacing. He surely needs a variety of ammuni- 
tion. A hunting knife is most necessary for all work 
around the hunting camp and a flashlight or lantern is 
known to be indispensable. 

Some dealers have developed their sportsmen’s equip- 
ment department to the extent that clothing is available. 
Boots, breeches, wind breakers, heavy socks and othet 
items of outdoor clothing can also be well displayed with 
ammunition and guns. 

One sportsmen’s headquarters that has been very suc- 
cessful in merchandising arms and ammunition is’main- 
tained by R. H. Schroeder Hardware Co., 2332 Univer- 
sity Ave., Des Moines, Iowa. 

This line has been unusually successful in the Schroe- 
der store, due to the intelligent use of display materials 
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and the enthusiasm for the line on the part of the sales 
persons. The store carries and sells a good assortment 
of guns. The more these guns are featured, the more 
ammunition the store sells. 

In a recent letter R. H. Schroeder states that in his 
belief, an assortment of guns and high-grade ammuni- 
tion should always have a prominent place in every ag- 
gressive hardware store that can logically carry such mer- 
chandise. 

As the hunting season is not of a long duration it is 
advisable to push, and push hard, the merchandise which 
it demands. Of course, display and advertising are 
vitally important, but a comprehensive knowledge of the 
high points and advantageous features of the various 
items is not to be forgotten when reasons for a successful 
season are discussed. 


Manufacturers have spent thousands of dollars in pro- 
viding tested dealer helps for dealers. Take advantage 


of some of this material and tie up with the appeal of 
the hunting season. 


Schroeder Hardware Co., Des Moines, Iowa, 
boosts its ammunition sales with window dis- 
plays similar to the one above. 


Having a larger window, Stichter Hardware 

Co., Reading, Pa., was able to include hunting 

apparel, arms and other timely accessories in 
its display below. 
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Two Iver Johnson Revolvers _| painted handle bars, with rubber grips, Lionel’s New Locomotives 
leather coil spring saddle with adjustable 


Two new revolvers of interest to sports- | . : - 
| seat post, rubber pedals and one inch rub- 
men have been announced by Iver John- | 


son’s Arms & Cycle Works, Fitchburg, 
Mass. The I. J. Target revolver is made 


Two large new locomotives with “Bild- 
A-Loco” motors have been offered to the 
trade by The Lionel Corp., 15 East 26th 
St., New York, N. Y.. The No. 390 steam 
| type electrically driven is 22% in. in 
| length, including tender. It is a close re- 








| 
| 
| 
| 
| 
| 



























in two barrel lengths and was designed 
for hunters, campers and target practice. 
It is of .22 calibre, rim fire, 9 shots. The 
frame is extra heavy with either 6 or 10 
in. barrel, blue finish. A one-piece wal- 
nut grip, hand-checkered adds to its ap- 







| production of the most modern locomo- 
| tives used by Ieading railways. An elec- 
tric headlight, lifelike pistons and driv- 
ber tires. The frame is of strong half | ing rods, brass and nickel trim make it 
oval steel and is finished attractively in | most realistic in appearance. 

red enamel with black enamel wheels. The electric type loccmotive is a 12- 
wheel model of the latest type. It too has 








| Rich Hickory Golf Tees 


Eighteen tees, made of selected hickory, 
packaged in a small box to sell at a popu- | 
lar price are now being produced by The 
Rich Pump & Ladder Co., 1300 Harrison 
Avenue, Cincinnati, Ohio. These Rich tees 





pearance. This arm uses .22 short, long 
and long rifle cartridge. 

Especially appropriate for target prac- | 
tice is the Iver Johnson Supershot, a .22 | 


| 
brass and nickeled fixtures and mounts two 
| 
calibre on a heavy frame. It has all Iver | 
| 
| 
| 


lifelike pantographs. Lights are mounted 
so that the front lights automatically glow 
when engine is moving forward and rear 
lights operate when it is reversed. 

The motors for both locomotives can 
be removed, taken apart and reassembled 
or converted into stationary motors. 


Johnson features and takes the .22 short, 
long and long rifle rim fire cartridge, shells | 
of which are automatically ejected. 

This revolver has a 6 in. barrel, western 
walnut grip, hand checkered and has a gold 
sight and lettering | 

| 
| 
| 


| Cast Iron Kenton Toy Sets 


Among the newer cast iron toy assort- 
| ments on the market are two offered by 
the Kenton Hardware Co., Kenton, Ohio. 
The fire department assortment consists 
of a red hook and ladder truck with re- 
| movable ladders finished in blue. The 


Pretty Polly Pull Toy 


.A new pull-toy has been announced by 
The Gibbs Mfg. Co., Canton, Ohio. The 
No. 61 Pretty Polly is constructed to strut 





are said to develop the perfect stroke as 
every tee can be inserted to a definite depth. 
| The tees are available with a red or yel- 
| low finish. 


Four New Spring Riding Toys 


“Roly Riders” is the name’ given a line 
of spring riding toys produced by Janes- 
ville Products Co., Janesville, Wis. Four 
different patterns of this line are offered: 
the Go-Goosey, the Buckee Horse, Jacky 

| Rabbit and the Wingy Plane. Each are 
| built to resemble the subject from which | 
it derives its name. 

All the items are light and strong, handy | yellow hose truck with imitation hose 
to move and cushioned with rubber so as | combines well with the patrol which is 
finished in blue. The fire engine is fin- 
ished in red. 

\ miscellaneous assortment offers the 
boy a blue racing auto, green tractor with 

nickel wheels, a red speed truck with yel- 























along, snap its beak, flap its wings, mov- 
ing its legs as though walking across the 
floor. 

Pretty Polly is decorated in six natural 
parrot colors, has a pull cord and is 10 
in. long, 9 in. high and comes individually 
packed. 














A Small Velocipede 


Parents of little boys and girls from 
two to three years of age will be inter- | not to mar the floor. They produce a 
ested in the new small velocipede recently | smooth, swingy motion which has_ been 
placed on the market by The American | found enjoyable by children. An un- 
National Co., Toledo, Ohio. | usually long spring gives the “roly poly” | low wheels and aluminum finished tires 

The ‘No. 10 is equipped with all the | action which makes these items have a | and a motor bus finished in brilliant orange 
features of the larger numbers. It has | distinctive appeal. | with nickel wheels. 
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ON HARDWA 


entered the period of their 

greatest usefulness. As the 
fall season progresses with its cool 
weather, the need of hot meals and 
heavier cooking again becomes a 
necessity. 

Housewifes and cooks now find 
use for many items in the kitchen 
that were not needed during the 
summer months. The approaching 
holiday season reminds both dealer 
and consumer that there will soon 
be large meals to prepare. 

The progressive dealer senses 
these opportunities. He realizes 
that if he features quality merchan- 
dise, offers his customers a good 
assortment to choose from and asks 
a reasonable price, he will secure a 
profit that will repay him for the 
space and time used in merchandis- 
ing the household and kitchen items. 

During these fall weeks, thou- 
sands of dealers are displaying in 
their stores and windows, kitchen 
cutlery, aluminum pots and pans, enamelware, crockery 
and kindred goods. Foremost among the keen mer- 
chants in its locality is the Nelson Hardware Co. of 
Hutchinson, Kan. Two recently arranged window dis- 
plays of the Nelson store are reproduced on this page. 
They were conceived and arranged by Everett C. Percy. 


K ITCHEN utensils have again 





manager of the store. 
As a cooking school was taking place in Hutchinson 


during the week that these windows were in, their 
normal effectiveness was greatly increased. Women 











FALL 


SEASON 


Should Find Kitch- 
enware As a 


“Best” Seller 








could not fail to be impressed with the merchandise dis- 
play as their thoughts were centered on cooking and the 
kitchen, by the cooking school. Many productive sales 


and much favorable comment were received and 
attributed directly to the windows. 

namelware, aluminumware and kitchen cutlery were 
featured in these windows. ‘The popular finishes of 
green, blue, yellow and red brightened up the former 
drab merchandise. The displays showed the possibility 
of outfitting a kitchen completely in one color. 


ADVANCING 
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SUGGESTI 


By GUY 


HE average hardware store is, as a rule, manned 

by from two to four people. Even when business 

is dull, everybody seems to have many things to 
So many, in fact, that the most important thing con- 
nected with more business and better business is too 
often neglected—the advertising. 







do. 










This is just as often as true of the larger stores in 
large cities as of the smaller ones in any size city, but 
the smaller business can less well afford to neglect the 
advertising. This is because in the very small towns 
business, while it may show up well annually, comes by 







SAVE TIME AND EFFORT 
IN PREPARING A 


ONS THAT 





DIVER TISEMEN TS 


HUBBART 











fits and starts over the six days of the week. One day 
may be good, above average; the next, poor; the next, 
not much better; and then another good day. This up- 
and-down action is bad for profit and keeps the competi- 
tive situation extra keen, especially if there are several 
stores competing for local trade. 

Advertising, while not the only solution, is important 
in keeping volume uniform throughout the week. 

Every one knows the above, but few seem to do any- 
thing about it, and largely for two reasons. Lack of 
time to prepare copy for the printer, and no set method 
of deciding what to advertise. 


A Practical Idea 





Great Clearance of Floor 
Sample Refrigerators 
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good brushes .and that 
dirt easily and quickly. 
dreds of housekeepers. 








Carpet Sweepers 
mee Bissell Brand 
Regularly $4.39 


Standard,” wood case, 


One of the best time- 
savers and one easy to use 
is to clip out of newspapers 
the hardware and housefur- 
nishing ads of large stores in 
large cities; file them with 
dates and adapt ideas from 


“3039 


“Bissell 





“Climax” Food Chop 
pers—-Durably con- 
Structed for years of 
wear. Four sharp cut- 
ting knives. Made by 


enutne 


take up all loose 
Endorsed by hun- 












Landers, Frary 
and 
Clark.... 1, 





them as needed. 
This does not mean imitate 





yA 
Savings of $2.60 to $25.00 on Famous Makes— 
Including “Belding Hall,” “Challenge,” “Tri- 
umph,” “Iceberg” and “Grand” 
A rare opportunity to save on famous make refrigerators. because 
these samples are very slightly marred or scratched from handling; 
otherwise they are in perfect condition. Only one or few of a kind, 
including Belding Hall im white or gray with all steel exteriors, and 
Challenge brands, some white enamel lined, some corkboard insulated, 
some porcelain lined. Many adapted for electric refrigeration. Deduct 


20 percent from marked price of any refrigerator (except Eddy’s and 
Electric). 


Easy payments on refrigerators at $17 or over 




























$1.25 “Mirro” Cake 
Sets—One round, 
spring-form cake pau, 
9%x2%% inches—one 


plain and six $1.00 


fancy tubes.. 





















Vegetable Bins 


Metal Finished 
in Good Colores 


‘1.00 


Four ventilated com- 
partments — keeps 
your hall or pantry neat and clean Blue, 
gray, green dr yellow. 


or copy what is in the ads, 
but use it somewhat as a 
manual or guide-book. The 
best way is to use a scrap 
book or loose leaf book, de- 
voting a page to an ad or 
clipping ; index the pages by 














dates and names, such as 



















esta’ Gas 
Ranges—Full enamel 
range with 16-inch 
oven, fully lined with 






$6.98 Cast Irdn Basket 
Grates—Dull black 
finish, center dump, 


Black Finished Spark 
Guards—Baked enamel 
finish, brass wire 


Black Key Top An- 
dirons—A simple yet 






easy rolling castors, handl attractive design. An 
three patterns. 20+ ‘rust-resisting metal. ¢: r <a apse inexpensive a for 
inch, $4.98 A perfect baker. 33x33, $3.98 home or cottage, 
3e-inch, regularly Easy $44 98 37x31, $4.49 13% inches $] 98 
$7.49, $5.49 payments. ° 43x31, $5.49 high. Pair.. Je 








Perfection Coal Ranges 


Regularly $44.98 


39.75 












Steel Blades—Colored Handles 
Stainless Knives 
and Forks 


“Tool ads,” “Crockery ads,” 
etc. Then in the back of the 
book set aside some pages 
headed “Copy and Ideas.” 
Paste on these pages clip- 
pings of copy which will be 
useful as an aid in writing 
item descriptions and text 






matter. Then another subdi- 
Red, Green, vision marked “Headings 
White and Captions.” Clip out 


good ones from the big store 


Easy Payments 


Large size with 18- 
inch oven, single man- 
tel and shelf, two tea rails, oven thermome- 
ter and double bar grate. May be fitted 
with water front and gas end for slight ad- 
ditional cost. 

















Woven Reed 


style for liv- $ 
ing rooms. 


Wood 
Baskets — Strongly 
made to carry heavy 
fogs for the fireplace— 
regular size. Desirable 


1.98 





‘. 
Owl Design Andirons 
—An unusually low 
price for this pattern 
—rives ve $100 
a distinctive 

appearance. ae 8 
Fireset to match, 


$4.98 extra. 
EMENT 





Not only beauty of color for your table— 
colors that will match the decorations on 
your dishes—but the advantage of perfect 
quality steel blades that remain sharp and 
which do not tarnish or rust. 








STREET FLOOR 





ads, both hardware and de- 
partment store, of bigger 
cities than your own, of 
course, and have them ready 
for quick reference. 
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' Lists of Items, Ready- 
Made Layouts and Copy 
Ideas on Tap Make for 
Better and More Profit- 45.15 seinon's Floor 


Waxing Outfits—Con- 





matically turns 


° : 
sists of 1 qt. liquid toast. High grade ele- 
able Business. Keep a__ sis 9 t,tt.diauit tosst. ich grade ele 


ishing brush and free mica, Complete 


Scrap Book of Clip- — psscton $2.85 cora'ma 


ecco plug ...+. 


$3.75 Electric Toast- 
ers—Flip flop, auto- 





Curtain Stretchers 


Our Regalar 
Price $1.49 


‘1.00 | ay 


ag ane 
$1.69 Folding Ironing iley’s Wi Ex 
Good ality od Tables — You'll find come olish for 
that a so Sia d greater ease in ironing Cevent P 
service. Size 6x8 feet adjustable arith itis on this adjustable floors, linoleum and all 
rustable pins. No mail or phone orders. board.. With single painted surfaces, At a 
Limited quantity. metal rachet 














the 


with new low price for # 











shaped top.. 








pings. | Reed Ferneries | 


Price $3.98 

This kind of clipping book 
can be worked up at odd mo- 
ments, Sunday, perhaps, and 





D4 plants blooming in the ble handle on 10-inch made with rubber tips 

once completed will be al- home by transplanting them into bed .— ane A quick, easy shed block, detach- on the feet. Big, roamy size, in pastel col- 
s - 4 eries. Walnut color stain, tarned legs, top st able : 

most inv aluable as a time- Mannie: cualat laser’ So inches: lone. , ws bogs ‘ 69¢ 7 $1.00 ors, Practical, durable and neat appearing. 





Our Regular 


2.98 


Fibre Hampers 


In Colors 
Our Regular 
Price $3.98 


2.98 


25 in. high, strongly 





Tate’s $1.29 Dusting 
- Mops—Soft, absorbent 
Keep those outdoor cotton yarn, detach- 


14-[pch Quality Floor 
Brushes—Good qual- 
ity mixed brush, pol- 




















saver, and as a method of 
improving the looks as well 
as the thought in ads. 


Once a Year the Maker Gives Us a Special Concession! 


Notice the two clippings Genuine “Wear Ever” Aluminum Ware 


reproduced here. They are 
out of a page ad run by a big 
department store; if studied 
carefully, offer three kinds 
of useful ad-building sug- 
gestions. First, lay-out 
ideas; second, merchandise 
and price suggestions; and, 
third, copy ideas. Also, if 
the store carries the line rep- 
resented, these sections can 
be made into a finished ad 
by adding a heading and the 
store signature. 

The scrap book or clipping idea is not new. Every ad 
man in big stores keeps one kind or another. The sug- 
gestion here is that the hardware merchant without an 
ad man needs such a book, and can easily build one up, 


—Deep style, 


handle, polished 





ping .. 


1—$1.50 Covered Saucepans 
flat bottom, 
riveted handle, 3- 


fitting cover, genuine black handle, 8 $ : 

Wear-Ever"™ brand... 98¢ cup size 1.98 Genuine Wear-Ever 
2—55c Stew Pans— Straight 
sides, two pouring lips, riveted | ang steam valve, 4-quart size, 


The Very Pieces Carried Regularly in Our Stock—Now On Sa:e af About 


3—$2.75 “Wear-Ever” Per- 
colators — Popular bulged 
shape, wide bottom, aluminum 
inset with spreader plate, 


S—$1:65 Deep Saucepans—|—Bright as silver! - 
With cover, straight sides, Proof last tl 
wide flat bottom, 4-quart| ——~ETOCE Against rus 


quart, close P 
size, strongly riveted handle. —Unaffected by temperature! 








HER Pe SBYENE < s.<cceaceie $1.19 —witt not chip or crack! 
ee an bate ‘Angel: Cole) Pana—| 
— eam seal co’ = 

snd. steam val | With tube, 876-in. diameter |7—85¢ Fry Pans—Double 

deep style | lipped style, riveted handle, 


finish, flat |for cooking the water'ess way | pOlished finish, 





bottom to vrévent tip- 39¢ colin very little $] 95 — flaring 59¢c| heavy quality, 7-inch 49¢ 
eevee ae 4 : water 2 weeeees o [SIGES seeeeeeveseee size 
\ 


and add to it year by year by using a loose leaf system. 
This kind of book used with a good cut service, of 
which there are several, will save many a headache and 
result in better looking and regularly run ads. 





DO THEY HAVE YOUR NUMBER? 


O avoid any misunderstanding, we where the omission of the firm’s tele- Hardware Co., Danville, Va., by 


should say, “Do they have your phone number in 
telephone number,” as it is highly im- resulted in a loss 


their literature, has Harpware AGE should be of interest 
of the business or in this connection. Mr. Carter writes: 


portant that customers of your firm inconvenience of the customer, who is “Today I had occasion to call a job- 


have the bit of information referred anxious to place the order. 


ber by long distance telephone. As 


to, right on the tips of their tongues. A recent letter, received from the telephone operator asked for the 
When a person is in urgent need of R. W. Carter, proprietor, Danville jobber’s telephone number, I referred 


some one article or several items, the 
first thing the person thinks of, is to 
telephone for them to be delivered im- 
mediately. The telephone number of 
the firm having the desired merchan- 
dise required is the first requisite to- 
ward placing the order. Most hard- 
ware establishments, both wholesale 
and retail, recognize the importance of 
acquainting their prospective patrons 
of their telephone number. Accord- 
ingly it is almost imperative that all 
printed matter issued by the majority 
of hardware firms, shall carry tele- 
phone numbers. However, occasion- 
ally instances have been reported 






HMEDE your 
PHONE 


to the firm’s letters, invoices and cata- 
logs. No mention was noted any- 
where, as to who to call or what tele- 
phone number to ask for. I suggest 
to our jobbers that for the convenience 
of customers, invoices carry long dis- 
tance telephone number and that cata- 
logs carry telephone instructions along 
with mailing suggestions.” 

While the hardware dealer was in- 
convenienced in this case, it is logical 
to assume that similar omissions of 
this valuable information in the adver- 
tising presented by any hardware mer- 
chant, would likewise cause inconve- 
nience to prospective customers. 





Dont 


NUM BER 


ae gece] 0 Eke" B5e 
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LIABILITY OF WAREHOUSES FOR 
HRE LOSS 


By ALBERT WOODRUFF GRAY 


HE average business man believes that when his 

merchandise is in a warehouse, owned by a re- 

sponsible firm, that his goods are safe. If no mis- 
fortune occurred, the belief would never be shaken. If, 
by any chance, however, the warehouse in which his 
merchandise has been stored, should be destroyed by fire 
and with it the goods for which this man has been re- 
ceiving regularly bills for storage charges, the discovery 
that there is no liability on the part of the warehouse 
under ordinary circumstances, to pay the business man 
one penny of his loss, is a discovery far from pleasant. 
The name “warehouse” in some way stands for the 
same sort of security as does a safe deposit company, a 
practical guarantee by the warehouse company that the 
merchandise stored in their warehouse will not only be 
cared for with safety but returned in the same condition 
as that in which it was stored. 


i 
‘| HIS ordinary belief is practically the belief that a 
warehouse insures the owner against loss. Unfortu- 
nately, this general belief is entirely wrong and the lia- 
bility of the warehouse owners is simply to exercise 
ordinary precautions in the care of goods entrusted to 
their safe-keeping. 

A number of years ago a consignment of goods was 
shipped over the New York Central Railroad from Buf- 
falo, N. Y., to Canandaigua, in the same State. When 
the goods arrived in Canandaigua they were not imme- 
diately taken up by the consignee and the railroad stored 
them in the railroad warehouse. Three weeks later and 
before the merchandise had been removed by the con- 
signee the warehouse and all its contents were destroyed 
by fire. The owner of the merchandise sued the railroad. 
The owner of the warehouse was not liable for the loss 
and would not be liabel unless there was either a definite 
contract of insurance against such loss or negligence on 
the part of the warehouse owners. The mere fact that 
there was a fire created no liability. 


Ix an Alabama case, five. bales of cotton were placed 
for storage in a warehouse. The owners of the cotton 
gave instructions to the warehouse owners to sell this 
merchandise. After these selling orders had been re- 
ceived but before the cotton had been sold, the warehouse 
burned, together with its contents. No one knew the 
cause of the fire. The owners of the five bales could 


collect nothing from the owners of the warehouse. 
In Michigan a firm by the name of McClane, Swift 


& Co. shipped a consignment of oats from Battle Creek 
to the Botsford Elevator Co. at Port Huron. The ele- 
vator company was to “clip” the oats and then reship 
them to various eastern cities. \WVhile the oats were in 
storage the elevator was destroyed by fire. As is almost 
invariably the case, it was impossible to learn the cause 
of the fire. The owners of the oats had no other than 
the ordinary storage agreement. The Botsford Elevator 
Co., with whom the oats had been stored, did not owe 
one cent to their customers. 

In an Oklahoma case goods were shipped over the 
Atchison, Topeka & Santa I’e Railroad to Waynoka, in 
that State, and were in the railroad station over night. 
During the night sparks from one of the locomotives 
set fire to the station. Both the station and the mer- 
chandise in it were destroyed. The court in deciding 
that there was no liability on the part of the railroad 
for the loss of this merchandise, said : 

“The authorities are without conflict in support of 
the proposition that at common law a warehouseman was 
not liable as an insurer of the goods deposited, but was 
only liable for negligence or want of ordinary care in 
keeping or caring for deposits, and, if goods deposited, 
were stolen or lost, there must be some evidence of neg- 
ligence or want of ordinary care on the part of the 
warehouseman ; some dereliction of duty on his part in 
relation to the goods in order to make him liable to the 
owner for their loss.” 


' 

Ix every case where goods have been destroyed in a 
warehouse the law insists that there is no liability for any 
damage on the part of the owners to those whose mer- 
chandise has been thus destroyed unless there is evi- 
dence that this fire was caused by the negligence of the 
warehousemen. The possibility, after a big warehouse 
has been destroyed by fire, of there being any evidence of 
any kind left intact, is, to say the least, remote. ['ur- 
thermore, with human nature as it is, the possibility of 
the knowledge of any evidence that would show that 
the warehousemen were neglectful of their duty, or 
failed to use ordinary care, ever reaching the ears of 
those whose goods had been destroyed is even more 
remote. 

To avoid the possibility of loss and the well-nigh 
absolute certainty of a lawsuit, goods placed in storage 
should be protected by insurance as fully and to the 
same extent as would any good business man insure 
against loss by fire his own store and the merchandise 
he is carrying in stock. 
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ATLANTICCITY,N.J. 


The Hardware Mecca from October 21 to 25— 
Headquarters for the Joint Convention Will Again 
Be at the Marlborough-Blenheim Hotel. 


NCE again the eyes of the hardware industry are 

turned toward Atlantic City, N. J., in anticipa- 

tion of the coming joint convention of the Na- 
tional Hardware Association and the American Hard- 
ware Manufacturers Association. As has been the case 
in recent years, prominent retailers will participate in the 
discussions with manufacturers and wholesalers. It is 
truly an industry event, intended to bring to a common 
platform of study, the many pressing problems which 
are truly common to all factors in hardware manufac- 
ture and distribution. Solutions of these problems will 
be sought on a basis which takes into full consideration, 
equitable progress for manufacturer, wholesaler and re- 
tailer of hardware and allied lines. The headquarters 
will again be at the Marlborough-Blenheim Hotel, from 
Oct. 21 to 25. 

Last week’s issue of HARDWARE AGE carried a run- 
ning outline of the tentative programs of the individual 
associations and of the several joint sessions which will 
be held during the Atlantic City convention. 

The famous Hardware 
Special will again run 
from Chicago, Ill., to 
Atlantic City, N. J., on 
the B. & O. R. R. leav- 
ing Chicago, Sunday, 
Oct. 20, and arriving at 
the convention city the 
next day at noon. R. B. 
Jones, Clyde Cutlery Co., 
Clyde, Ohio, and E. R. 
Swift, The Stanley 
Works, 61 West Kinziz 
Street, Chicago, IIl., the 
illustrious committee of 
two, are planning all the 
details of this excursion 
and will gladly furnish 
information regarding 
schedule of stops en 
route, reservations, etc. 

Special reduced rail- 
road fare certificates are 
available from either 
George A. Fernley, 
Secretary-Treasurer, Na- 
tional Hardware Asso- 
ciation 505 Arch Street, 
Philadelphia, Pa., or 
Charles F. Rockwell. 








Secretary-Treasurer, American Hardware \anufacturers 
Association, 342 Madison Avenue, New York City. 
These two secretaries have worked very earnestly and 
cooperatively to arrange an unusually fine, instructive 
and interesting program. Early indications suggest a 
record attendance for the convention. 

Special entertainment features for the ladies during 
the day and for both delegates and ladies each evening, 
have been arranged, and the weather man has been asked 
to do his best in furnishing that quality of sunshine 
which blends so well with the balmy October air at 
Atlantic City. 

Those who have not already made definite hotel reser- 
vations are urged to do so at once. Either of the asso- 
ciation secretaries can furnish data on boardwalk hotels 
and will be delighted to do so. 

Monday night the joint opening session will be held 
in the Red Room of the Marlborough-Blenheim Hotel, 
at 8.30. On the following days the individual associa- 
tions will hold their general and group meetings. 

The Hardware Coun- 
cil plans to hold its semi- 
annual conference con- 
current with the joint 
convention. Committees 
representing the/Nation- 
al Retail Hardware 
Association, National 
Hardware Association 
and the American Hard- 
ware Manufacturers 
Association will meet 
jointly to study the ad- 
visability of initiating a 
Federal Trade Practice 
Conference for the 
three branches of the 
industry. The findings 
of this tri-committee 
body will be presented to 
the convention for dis- 
cussion and action. 


Atlantic City, N. J., will 
be the Hardware Mecca 
from October 21 to 25! 
This boardwalk will be a 
popular hardware prom- 
enade during the con- 
vention. 
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-T HE QUESTION BOX 


An Open Besiatn of Hardware Trade Information 


Question 1: 


What does my printer mean by 
so much an inch when I ask for ad- 
vertising costs ? 

Answer 1: 

Display advertising is usually sold 
at so much an inch, which means a 
space one inch long and the width of 
one column of type. Large papers 
charge at so much an agate line, of 


which fourteen are required to make 
one inch. 


Question 2: 


Running a one-man _neighbor- 
hood store with the aid of my wife, I 
would like to keep up to date but can- 
not travel around to see modern stores 
or methods, and am not financially 
able to buy new fixtures. How would 
you suggest that I improve my con- 
ditions ? 


Answer 2: 


Your problem is no different from 
many others throughout the country, 
and the results they get depends on 
their ability to adapt themselves to 
modern conditions. By carefully read- 
ing your trade papers and examining 
the store lay-outs pictured, you will 
often find an idea that can be used to 
good advantage in your store. 

For the time being adapt your avail- 
able fixture equipment to the best of 
your ability, making it as practical 
for maximum display as is possible. 
Start at once a fixture fund, to which 
you will add as much as you can each 
month, until such a time as that fund 
may be sufficient to start financing 
modern equipment. Remember al- 
ways that modern fixtures do not op- 
erate automatically. They must be 
properly used, properly arranged, kept 
clean, neat and orderly. Goods must 
be price marked. Compartments must 
be filled with sufficient but not too 
much stock. What most small hard- 
ware stores need is better grouping 
of their stock into related lines and 
a general weeding out of dead stock. 





Edited by Edward K. Denecke 
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These questions are taken from recent 
correspondence with readers. They 
were selected as being representative 
of current problems common to all 
hardware merchants. This depart- 
ment will appear regularly in this 
form. 

To the best of his ability Mr. Denecke 
will answer all questions on problems 
affecting any phase of retail hardware 
merchandising—As Sales manager 
and Assistant Treasurer of James & 
Hawkins, Inc., who operate 13 retail 
hardware stores on Long Island, N. 
Y., he has enjoyed a very versatile 
and practical experience, from which 
readers of HARDWARE AGE may 
draw on at will. With the exception 
of questions pertaining to contro- 
versial competitive brand arguments, 
this question box forum is open for 
any discussion of interest to our 
readers. Should any reader disagree 
in whole or part with any of these 
answers, his comments will be equally 
welcome. Mr. Denecke may be ad- 
dressed care of Hardware Age Ques- 
tion Box— 

The Editor. 





Question 3: 

Is it good policy to buy assort- 
ments ? 
Answer 3: 


As a general rule, no; sometimes, 
yes, but only after thinking the prop- 
osition over carefully. Hardware 
stores everywhere are cluttered up 
with the rag-tag odds and ends of as- 


sortments purchased to get a fancy 
case or special price. Many a dealer 
is sitting around today with hundreds 
of dollars tied up in slow-moving 
items that he has acquired by the as- 
sortment idea. Some high-grade man- 
ufacturers, however, today are offer- 
ing small assortments of their fast- 
est moving items that sell in nearly 
every locality. 
Question 4: 

What causes new stainless steel 
cutlery to sometimes discolor when 
first used? 


Answer 4: 

This is due to acids getting under 
the coating that is used to protect the 
polish of the steel. It can easily be 
removed by rubbing with a soft pencil 
eraser. 


Question 5: 
What can I recommend to my 
customers for use on damp walls? 


Answer 5: 


There are several makes of cement 
paints on the market today whose 
base is composed of Portland cement 
and if applied to a damp wall they 
will waterproof and color it at the 
same time. 


Question 6: 


What do these window display 
men mean by “backing up a win- 
dow”? 


Answer 6: 


They refer to displays made in the 
store of the same merchandise that is 
featured in the window. These in- 
terior displays enable the customer, 
attracted by the window, to examine 
and purchase the goods more readily 
when entering the store. 


Question 7: 


What is considered proper 
lumination for a retail store? 


il- 


Answer 7: 
This varies greatly according to 
conditions, but a minimum of two 
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watts per square foot is a good guide 
to go by. 
Question 8: 

Why do they put six glasses in 
a mason’s plumb and level ? 
Answer 8: 


This is done for the sake of con- 
venience so that no matter which end 
the mason grabs first, he has a level 
ready to use without first turning it 
around to see the glass. 


Question 9: 


How can we best make use of 


advertising leaflets that are sent to 
us? 


Answer 9: 


Lay them in neat piles on the 
counter and have them wrapped up 
in each parcel that goes out. The re- 
sults will astonish you. 


Question 10: 

How long should a window dis- 
play remain without change? 
Answer 10: 


Conditions vary according to loca- 
tion, but two weeks should be the 
limit. Where two windows are in use, 
if one is changed each week it con- 


stantly gives the store a fresh ap- 
pearance. 


Question 11: 


What is meant by a cold-blast 
lantern ? 


Answer 11: 


A cold-blast lantern is constructed 
with a hollow frame through which 
cold air is drawn down to the base 
of the flame, feeding it with a steady 
force of fresh air. The advantages 
claimed for this type of burner are 
more light, steadier flame and _ less 
liability to blow out in stormy 
weather. 











DO YOU USE ROAD SIGNS TO ADVERTISE YOUR STORE? 


Highways are far more important avenues of travel 
in recent years than they were in the “horse and buggy 
days.” Even the railroads are beginning to feel the 
effects of the motoring epoch in American history. 
Farmers think nothing of driving twenty-five miles to 
do their shopping today, because good roads and motor 
































LIBERTYVILLE 











cars make such a journey a pleasant one. On this ac- 
count, highway signs should be more generally used than 
in the past by hardware dealers who are making a “bid” 
for increased patronage. 

Many deaiers have found direction signs or town 
welcome signs practical, particularly if they are prepared 
to handle equipment needs of the many tourists and 


auto-campers. This angle of course is directed primarily 
at the transients living in other sections. Neat road 
signs will also keep your name and services before those 
in your trading area, if a sufficient number of such signs 
are used, so that those driving in and around your trad- 
ing area will constantly be reminded of your store. 
Don’t try to say too much on a road sign, for all 
attention to such advertising is usually limited to a 
quick glance. Therefore the less there is to read the 
more chances there are for getting over your message. 
What are the best types of highway signs for the 
hardware dealers’ use? Have you any ideas on this 
subject? We would like your opinion, and, if possible, 
a snapshot of one of the highway signs you are using at 
present. We think this subject is deserving of further 
study in retail hardware circles. The sign pictured is 
of baked enamel, and aécording to Frank H. Eger, en- 
terprising hardware merchant of Libertyville, III. 


QUESTIONS FOR THE RETAILER 


Under the caption “What Model Is Your Store? 1910 
or 1930?” the Wholesale Dry Goods Institute, in a re- 
cently issued bulletin, asks the retailer the following 
pertinent questions which apply equally as well to the 
hardware trade: 

Are your show windows well lighted? How fre- 
quently are displays changed? Do you use price 
cards? 

How recently have you used paint? In the interior 
of the store? Store front? 

How many open-top display tables are you using? 
Are there tall fixtures in the center of your store? 
Any wires or strings hanging from the ceiling? 

Is related merchandise grouped together? Or are 
related lines scattered ? 

How much of your merchandise is in plain sight? 
How much is concealed in boxes under counters and 
tables? Are goods attractively arranged? Plainly 
priced ? 

From how many sources are you buying? Have 
you ever tried “concentration”? 
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Concentrated Buying Enables Suppliers 
to Render More Efficient Service 





By WARREN A. SLACK* 
Hardware Merchant, Bad Axe,’ Mich. 





T is only natural that we as retailers crave volume 
and with it a good margin of profit, and the ques- 
tion arises with us time and time again, what can 
we do to help our volume and especially our profit. 

Careful buying seems to be 
a big factor, as goods well 
beught are half sold, so we 
must turn to that source of 
supply that can give us service, 
good prices and good quality. 

Let us select a few sup- 
pliers, the number depending 
on the volume of business we 
do, whether it be wholesaler 
or manufacturer, that we can 
give enough business to war- 
rant their appreciation and 
-hey in turn will give us the 
prices we need on quality mer- 
chandise to meet competitive 
prices and still make a profit. 

We should keep suppliers 
fully posted on competitive price problems by prepar- 
ing lists of merchandise on which it is impossible for 
us to meet competition, show on such lists the prices to 
be met and in turn the suppliers will endeavor to sell 
us so that we can meet such competition and still show 
a margin of profit. We then should reciprocate the 
efforts of suppliers who assist in meeting such compe- 
tition by favoring them with all business possible. 





WARREN A. SLACK 


Tat wholesaler of today is thinking of the various 
problems more thoroughly than he has ever done before, 
his activities present more tangible evidence of a desire 
to cooperate than the retailer has been able to note here- 
tofore. There are two prime reasons why, first, there 
must be greater cooperation between wholesaler and 
retailer, and second, between wholesalers themselves. 
Much of the cooperation that the wholesaler can offer his 
customers can come as group studies, group actions and 
group buying ; for instance, a year or two ago the whole- 
sale grocers found themselves in a serious condition; 
their business was slipping away, they stopped fighting 
and started to think in terms of cooperation and group 
buying, and one group of 125 wholesalers combined 
their efforts and orders, which is resulting in their sal- 


*Address before recent Michigan convention. 


President, Michigan Retail Hardware Association 





retailers, and these independent 
chance with chain stores today. 
it would be if a group of hard- 
ware wholesalers were to place in one order their com- 
bined requirements of certain commodities. It would 
truly eliminate much of the so-called “Drug, hardware 
and chain store’ competition and we as retailers would 
not have to resort to the small specialty houses for goods 
as we do now. 


vation as well as the 
dealers have an equal 
What a buying power 


ta E retailers find greater benefits by grouping their 
orders, as many carload buyers are today splitting their 
orders with competitor or neighbor dealer, thus giving 
them twice the turnover with half the capital and result- 
ing in greater profits; yes, even less than car buying is 
being done beneficially by grouping ofders among the 
retailers, many items such as lawn-mowers, coaster 
wagons, stoves, screen doors, washing machines and 
other items which carry a quantity discount, thus adding 
to the profit of each item without overloading any dealer. 

Let us consider for a moment the wholesaler and man- 
ufacturer’s side of the story; are we as considerate as 
we should be in placing our orders, many of them are 
too small. Think what it means to put small orders 
through their office, shipping and billing departments ; 
it costs as much to handle a ten dollar order as it does 
a hundred dollar order, and this.expense reverts back in 
the wholesale price of the goods. So the main question 
is, can we as retailers actually help reduce the price of 
goods before they reach us? I say yes, and this can be 
done, first, by the dealers buying from only enough 
wholesalers and manufacturers so that each will get a 
good volume ; second, discount every invoice, and third, 
see that the travelers are waited on promptly when they 
come in our stores; do not keep them waiting while the 
buyer is doing something less important than being 
posted on the day’s prices and the new goods the traveler 
has to offer. We should not overlook the fact that the 
traveler is our friend and should have every courtesy 
possible, as he is the man that gives us first-hand infor- 
mation, such as demonstrations, selling helps, store ar- 
rangements and most important of all, the best quality 
goods at his lowest price. 

My solution of the problem is to buy from fewer 
suppliers and advise them to look for larger and more 
frequent orders, and in turn you can expect service and 
favors from them. 
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INCREASE YOUR PROFITS 
WITHOUT COST! 


Hardware Merchants Who Do Not Hold Regular Store Meetings Are Not 
Taking Full Advantage of Their Employees’ Brains and Experience— 
Their Employees Are Being Handicapped for Lack of Training 


ERE I to offer you some new 

gilt-edged mining stock as 

safe as the Federal Reserve 
Bank paying a yearly dividend of 25 
per cent you might be skeptical, but 
I'll wager your sporting blood would 
urge you to buy just a few shares. 

Here’s an urge that will not cost 
you one cent. It will require some 
of your time and thought, but it won’t 
cost you one penny, and will return 
dividends in proportion to the amount 
of time, thought and action you put 
into it. 

To those of us who have looked 
upon the Ford plant at Detroit, the 
powers of organization are known. 
How this one man who selected and 
instructed his helpers to properly 
build this vast industrial machine in 
about forty vears’ time is one of the 
wonders of modern science. He 
his physical limitations and his men- 
tal aspirations. He knew that to ful- 
fill his dream he must surround him- 
self with a group of workers who 
were as much interested in his car as 
he was. Then these men could do the 
physical work and he the mental work 
or planning. 

How many of us hardware men 
have ever thought of getting our em- 
ployees as much interested in the 
business as we are? We think about 
it when someone makes a mistake 
due to their lack of training, but 
we attribute this non-interest to the 
younger generation, ball games, prize 
fights, ete. 

What better way is there to interest 
our men than to have get-together 
meetings at regular intervals where 
problems of the business may be dis- 
cussed in a friendly, cooperative man- 
ner ? 

There are many times in your store 
that sales are lost because the sales- 
people are not properly equipped. 
They do not know the important fea- 





By SIDNEY H. ATKINSON 
Brooklyn, N. Y. 


tures of the goods you are handling 
and they know nothing at all about 
similar and competitive lines. 

Demonstrations by the factory rep- 
resentative at these get-together meet- 
ings will increase the interest in and 
the sales of his product surprisingly. 
At this time he could show his line, 
tell all of its features and its advan- 
tage over similar brands. 

If paint is one of your stock items 
you know from sad experience what 
women can do with lacquer. The dif- 
ficulties arising from the improper ap- 
plication of this popular paint product 
could be avoided if your salespeople 
had been instructed at one of your 
meetings regarding its application and 
were familiar enough with its pe- 
culiarities to instruct the customer 
when the sale was made. 

You alone cannot change over to 
a new line and do it successfully. 


However. you could demon- 
strate to your fellow workers the 
superiority of the new over the old. 
Then they would have not only the 
knowledge but the desire to sell the 
line right. 

To designate one meeting as tool 
night, one as paint night, one as elec- 
tric appliance night, and so on through 
the many ramifications of the hard- 
ware business would be very produc- 
tive of results. On these evenings 
have an open discussion regarding the 
particular class of goods you have 
selected. Discuss material of this 
character which has been called for. 
Plan to make a special week, in sea- 
son,. for these goods. If it is impos- 
sible to have the manufacturer’s sales- 
man at the meeting, have up-to-date 
literature describing this line. 





It is advisable, of course, to hold 
these meetings in your store where 
the goods can be handled. Concerns 
who have found sales meetings profit- 
able make it a rule to hold them reg- 
ularly once a month. Either directly 
after the store closes or later in the 
evening is a good time of the day, 
depending on the distance from the 
store that the majority of the sales 
people live. 

Some merchants have found it 
worth their while to have a light sup- 
per after closing time and then pro- 
ceed with the meeting after a short 
rest. Some method such as this is 
advisable, as everyone’s mind would 
still be on business. 

Have you every considered how 
your store people could help you to 
prevent duplication of lines? If they 
knew all the advantages of the goods 
they were carrying and were inter- 
ested in these goods you would find 
it simple to gradually discontinue 
these similar lines and concentrate on 
one. This policy would reflect itself 
not only in sales volume but in buy- 
ing volume as well, and would give 
you all the advertising and cost ad- 
vantages which go with concentrating 
on one make. 

As a test to select one of the most 
popular lines of tools, study it closely 
and then at the store meeting com- 
pare the advantages of this make 
with the idea of selling this one in 
preference to the others. You will 
be agreeably surprised with the re- 
sults. 

This plan of get-together meetings 
applies whether you have one man or 
one hundred men. If you have but 
one man, take him to dinner once a 
month and talk with him about new 
ideas which you or he may have or 
about a new line which you are think- 
ing of adding. 

(Continued on page 116) 
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Osborn Mfg. Co. Plans to Add 
New Factory in Cleveland 


The Osborn Mfg. Co., 5401 Hamilton 
Avenue, Cleveland, Ohio, has placed a con- 
tract for a new factory and office build- 
ing to adjoin the present plant. Construc- 
tion will start at once, according to Frank- 
lin G. Smith, president and general man- 
ager. 

The new building will increase the com- 
pany’s production and office space about 25 
per cent. The three lower floors will be 
used for expansion of manufacturing facil- 
ities. The top floor will provide additional 
space for general offices. 

The two divisions of the company will 
benefit by the expansion program. The 
brush division is said to be one of the larg- 
est producers of brushes for industrial uses. 
The machine division designs and manu- 


factures molding machines, sand treating | 
and sand and mold conveying equipment | 


used in foundries all over the world. The 
Osborn Mfg. Co. was incorporated in 1892 
and has undergone a steady, consistent de- 
velopment year after year. 





The Hoover Co. Display Contest 
Now Open—Closes Dec. 1 


Dealers are privileged to enter as many 
photographs as desired in the fall window 
display contest announced by The Hoover 
Co., North Canton, Ohio. 

The contest begins at once and closes on 
Dec. 1. In the official announcement rela- 
tive to the displays, the company states 
that it does not matter what theme is em- 
phasized as long as a compelling, sales- 
creating display is secured. 

Entrants are divided into three classes: 
Those in cities of more than 100,000 pop- 
ulation, a second group of those 1n cities 
between 25,000 and 100,000 population, and 
the third group in cities below 25,000 pop- 
ulation. 

Each division has equal prize awards: 
$100 for first prize, $50 for second prize 
and $30 for third prize, with $20 for fourth 
prize. Regardless of a photo winning a 
prize, The Hoover Co. will pay the cost 
of every photograph entered. 





Hobson Flatware Co. Moves to 
Lambertville, N. J. 


Hobson Flatware Co., Inc., announces 
that it has moved from Lansdale, Pa., to 
a new and larger plant at Lambertville, N. 
J. Hereafter all business will be trans- 
acted through this New Jersey headquar- 
ters where increased facilities make it pos- 
sible for the company to better serve its 
customers. 


Laundry Queen Washer Runs 
16,000 Hours in Two Years 


The Laundry Queen Washer, manufac- 
tured by Grinnell Washing Machine Corp., 
Grinnell, Iowa, which was started under 
a full load of clothes in November, 1927, 
has recently passed the 16,000 hour mark, 
which is said to be equal to 100 years of 
service in the average home. 

When the present management took over 
the Grinnell company in the fall of 1927, 
it was decided to determine how long a 





| stock model could operate without being 
| touched. During the time the machine has 
been running it has never been oiled, nor 
has it ever stopped. 

The company received congratulations 
from civic authorities and friends in the 
trade when the 100-year record was 
reached. 


H. A. Cornell Addresses Boosters 


At September 28th Meeting 
H. A. Cornell, general manager of Lud- 
low & Squier, Newark, N. J., and well 
known throughout hardware circles as the 
man who “puts over” each year the Metro- 
politan Hardware Banquet, addressed the 
Hardware Boosters, at the Hardware 

















H. A. CORNELL 











Club, 258 Broadway, New York City, on 
Saturday, Sept. 28. His topic was “How 
a Salesman Can Help a Retailer Make 
Money”, and was based on his very ex- 
tensive and successful career as a retail 
hardware merchant. Mr. Cornell recounted 
many personal experiences with salesmen 
and indicated how certain ones had mate- 
rially helped the progress of his business, 
and thereby increased their sales. He told 
also of a few whose behavior and methods 
were not only useless but also annoying. 
Naturally the latter group received little 
or no business. 

There were about 37 members present 
with Chief Booster George H. Fisher pre- 
siding. Seymour N. Sears, now serving 
his third term as president of the National 
Council of Traveling Salesmen’s Associa- 
tions, prompted a discussion which led to 
the Boosters reconsidering by favorable 
ballot their recent withdrawal from that 
body. 


Clemson Bros. Sales Meeting 
Atlantic City, Oct. 21-23 


The annual sales convention of Clemson 
Bros., Inc., Middletown, N. Y., will be 
held in Atlantic City, N. J., at the Hotel 
Strand from Oct. 21 through Oct. 23. 

This convention is being held at this time 
as the company’s executives and salesmen 
will be in Atlantic City to attend the Na- 
tional Hardware Association’s and Ameri- 
can Hardware Mfg. Association’s joint 
convention, which will be in session that 
week. 











Pittsburgh Dealers Hear 
P. R. Jacobson of N. R. H. A. 


Emphasizing the fact that a business 
without a profit is no longer a business, P. 
R. Jacobson, of the National Retail Hard- 
ware Association staff, spoke before the 
Pittsburgh Retail Hardware Association at 
its opening meeting of the fall on Sept. 27. 
His subject was, “Store Arrangement and 
Interior Display.” He dealt in some de- 
tail on the need for a higher margin of 


| profit by hardware dealers, and explained 


that while the margin had increased over 
the past five years, a large increase had 
been brought about in expenses, resulting 
in an even lower per cent of profit on sales. 
He pointed out that the reduced sales per 
person employed had been largely respon- 
sible for this decline in profit, and that 
this condition might best be remedied by a 


| better arrangement of display tables in 








stores and by making this display more at- 
tractive. Similar results might also be ar- 
rived at by more stimulating window dis- 
plays. He praised the introduction of dis- 
play ledges to supplement stock tables, and 
emphasized the importance of keeping 
tables well stocked and clean. 

E. J. Oberholzer, representing the trade 
and sales promotion committee of the Save 
the Surface Campaign, now being con- 
ducted by the paint and varnish indus- 
tries, also addressed the meeting on “Bet- 
ter Selling.” He stressed the fact that 
profits are impossible without sales, and 
explained many improvements in selling 
methods which would apply to other hard- 
ware lines besides paints and varnish. 





Trade Association Financing 
Described in New Report 


Various methods used to finance the 
work of trade associations are described 
in a report just made public by the Trade 
Association Department, Chamber of Com- 
merce of the United States, Washington, 
Dk 

This report is based on information fur- 
nished by more than 300 trade associations 
representing many lines of industry. The 
survey discloses a variety of methods of 
financing trade organizations. The report 
emphasizes the need for a sound financial 
program in order to secure the most effec- 
tive results in the trade association field. 





McLennan, McFeely & Prior, 
Ltd., Purchase Anderson & Lusby 


A purchase of unusual interest to Can- 
adian hardware men has recently been 
consummated. McLennan, McFeely & 
Prior, Ltd., wholesale hardware distributor 
in Vancouver, B. C., has purchased the 
business of Anderson & Lusby, hardware 
jobbers in New Westminister B. C. 

The Anderson & Lusby business will be 
continued as Anderson & Lusby, Ltd. It 
will be supervised by L. B. Lusby who will 
act as director and manager. 

In June, 1928, McLennan, McFeely & 
Co., amalgamated with E. G. Prior & Co., 
Victoria, B. C., forming the organization 
which has just concluded the purchase of 
Anderson & Lusby. 
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Cc. D. Smiley Succeeds Coit 


As President of Simmons 


C. Douglas Smiley has been elected presi- 
dent of the Simmons Hardware Co., St. 
Louis, effective Oct. 1. He succeeds J. 
Clarke Coit, who resigned recently to be- 
come president of the United States Radio 
& Television Corporation, Chicago. 

In the St. Louis district Mr. Smiley is 
well-known as a business leader. In order 
to give all his attention to Simmons’ prog- 
ress he resigned as president of Western 
Textile Products Co. and secretary-treas- 
urer of the St. Louis Finishing Co., both 
in St. Louis. 

Mr. Smiley has an ample hardware 
background. His father, Charles D. Smiley, 
started with the old Waters-Simmons 
company and continued with the E. 
C. Simmons company, which later be- 
came the Simmons Hardware Co. At the 
time of his retirement he was secretary of 
the company and a large stockholder. 

Mr. Smiley, Sr., was a member of what 
came to be known as the “Old Guard” in 
the Simmons’ organization. This included 
such figures in the hardware trade as E. 
C. Simmons, J. W. Morton, R. H. Stock- 
ton, H. M. Meier, James E. Smith, J. E. 
Pilcher and Col. William E. Enders. 

The new president, C. Douglas Smiley, 
has been a trustee of the Associated Sim- 
mons Hardware Companies for several 
years. 


Hardware Executives Will 
Aid in Factory Training 


Several executives in hardware manu- 
facturing concerns of Connecticut were re- 
cently appointed members of the state’s 
advisory committee on foundry training 
for Connecticut trade schools. 

Among those appointed were H. E. 
Parker, superintendent, machimery divi- 
sion, Peck, Stow & Wilcox Co., Southing- 
ton; F. G. Housman, factory superintend- 
ent, P. & F. Corbin Div., New Britain; 
and P. W. Spencer, Bradley & Hubbard 
Mfg. Co. Meriden. 

These newly appointed members will 
work to secure closer relationship between 
the trade schools and the industries, co- 
operating with the board of education. 


Samson-United Corp. Absorbs 
Samson Cutlery Co. Business 


The formation of Samson-United Corp. 
in Rochester, N. Y., which has recently 
absorbed the business of Samson Cutlery 
Co., Rochester, has recently been an- 
nounced. 

This corporation is headed by A. O. 
Samuels as president and treasurer with 
H. ‘L. Samuels as vice-president and sec- 
retary. Richard Whitehead, vice-president 
and general manager of New Haven Clock 
Co., New Haven, Conn.; B. B. Goodman 
and E. C. Redfern are on the board of 
directors in addition to the Messrs. Sam- 
uels. 

In 1924, A. O. Samuels organized the 
Samson Cutlery Co. to manufacture stain- 





less steel cutlery. Later in that year, the 
company entered the electrical appliance 
field. In June, 1927, stainless steel kitchen 
tools were added to the company’s lines. 

Early in 1929 the Samson Cutlery Co. 
purchased the domestic heating appliance 
business of the Russell Electric Co., Chi- 
cago, II. 

Samson-United Corp. plans the erection 
of a large modern plant in Rochester into 
which will be moved the cutlery, kitchen 
tool and electrical factories now in opera- 
tion and the Russell Electric manufactur- 
ing business in Chicago. The new plant 
will allow for further expansion of the 
business in the future. 





Hercules Powder Will Erect 
New Experimental Stat’on 


Plans for the erection near Wilming- 
ton Del., of a new experimental station 
consisting of experimental and chemical 
research laboratories were announced re- 
cently by officials of the Hercules Powder 
Co., manufacturer of explosives, naval 
stores, nitrocellulose and cellulose in that 
city. 

Property consisting of about 300 acres 
is being acquired by the Hercules organiza- 
tion about 214 miles west of Wilmington 
city limits. Following the erection of 
structures now being designed the experi- 
mental staff and research equipment will 
be moved here from Kenvil, N. J., the 
present site. 

Construction will consist of a main 


building, containing chemical laboratories, 
offices and library, and auxiliary buildings 
housing experimental plants. A power 
house and store rooms will also be erected. 
At the present station about 120 people 
are employed of who more than half are 
technically trained chemists, physicists, and 
engineers. 

Removal of the Hercules experimental 
work to Wilmington will bring it into 
closer contact with the main office or- 
ganization, facilitating the technical ser- 
vice the company offers users of explosives, 
cellulose, nitrocellulose, and naval stores 
(turpentine, rosin, pine oil). 


W. D. Powers with CeCo 
Mfg. Co. 
W. D. Powers has joined the CeCo Mfg. 


Co., manufacturer of radio tubes at Provi- 
dence, R I., as merchandise manager. He 
comes into the radio field from the auto- 
motive industry. 


Marvin Radio Tube Now Has 
World-Wide Distribution 


Marvin Radio Tube Corp., Irvington, 
N. J., announces the completion of a world- 
wide distribution system. There are now 
70 distributors appointed in the United 
States and by December, this number will 
be increased to 125. Representatives are 
working in England, Belgium, France, 
Portugal, Switzerland, Japan, China, and 
many other countries. 








Kolster Radio Corp. to Buy 
Earl Radio Corporation 


Rudolph Spreckels, chairman of the 
board of the Kolster Radio Corp., 39 
Broadway, New York, N. Y., and Clar- 
ence A. Earl, president of the Earl Radio 
Corp., New York, N. Y., have announced 
that at a meeting of the respective com- 
panies’ boards of directors, a plan calling 
for the acquisition of the Earl Radio Corp. 
by the Kolster Radio Corp. was approved. 
Under the terms of the plan Kolster Ra- 
dio Corp. will acquire control of the Earl 
Radio Corp. through an exchange of com- 
mon stock on the basis of one share of 
Kolster- Radio for three of the Earl Radio 
Corp. 

Rudolph Spreckels will continue as 
chairman of the consolidated company, 
with Ellery W. Stone, incumbent president 
of Kolster, as chairman of the executive 
committee and Clarence A. Earl as presi- 
dent. 

“In our opinion this contract should 
prove highly advantageous t® stockholders 
of both companies,” said Mr. Spreckels 
and Mr. Earl, in a joint statement issued 
after the meeting. “Union of the two 
companies will combine the strong patent 
position held by the Kolster Radio Corp. 
with the patents and successful automobile 
production methods of the Earl Radio 
Corp., while a concentration of production 
facilities at Earl Radio’s new model plant 
will entirely eliminate all duplication and 
permit substantial economies to be made 
in manufacturing costs. Rapid develop- 
ment will be effected of the various pat- 
ents held by Kolster covering wired radio, 
and the benefits of a materially stronger 
financial position and enlarged dealer or- 
ganization should allow substantial in- 
creases to be shown in sales 

“Operations of the Kolster Radio Corp., 
Earl Radio Corp. and the Freed-Eisemann 
Radio Corp. will be continued as distinct 
units without disturbing contracts with ex- 
isting dealers and distributors.” 





New Chain of Stores to Sell 
Gas and Electric Appliances 


Spiegel May Stern Co. mail-order house 
of Chicago, Ill., plans a new chain of re- 
tail stores which will be devoted exclu- 
siely to the sale of gas and electrical ap- 
pliances. 

The new chain, Standard Home Utilities, 
Inc., will be a subsidiary of the Chicago 
mail order firm. Locations for 20 stores 
have been tentatively selected. It is un- 
derstood that the stores will be of unform 
design and will provide day and night ser- 
vice. 


October AMLA Meeting Draws 
Many New Jersey Locksmiths 


About forty locksmiths of New Jersey 
gathered at Schary Manor, Newark, N. J., 
on the evening of Oct. 1 for the regular 
October meeting of AMLA, an organiza- 
tion of New Jersey’s master locksmiths. 
The feature of the evening was a discus- 
sion on the advisability of having a state 
examination and license for locksmiths. A 
dinner preceded the meeting. 





A Convenient Lawn Edger 
The Damascus Steel 
Rockford, Ill, recently announced the 
Dasco Ideal Lawn Edger. This tool has 
been designed to trim and thereby beautify 
a lawn with minimum effort. 
The handle is full length and allows a 
person to stand upright when trimming the 
edge of the lawn. The knives can be re- 


Products Corp., 





sharpened and can be replaced when worn 
out. They are made of high quality steel 
and should give long service. 

The Dasco Ideal Lawn Edger is ad- 
justable to any depth and can be used on 
any grade by means of a simple adjust- 
ment, says the manufacturer. The edger is 
finished in blue with wheels having an 
aluminum finish. 


Stanley’s New Nail Hammer 


The Stanley Rule & Level Plant, New 
Britain, Conn., announce a new nail ham- 
mer with a new dress, to be known as 
No. C. P. 100 Plus. The head is chrom- 
ium plated and the handle multi-colored. 
It is a beautiful tool that suggests itself 
as an appropriate and useful gift. 

According to The Stanley Rule & Level 
Plant this the first hammer on the 
market with a chromium plated head. The 
handle is painted five colors—harmoniously 


is 





blended together with a restful shade of 
green predominating. Combined with these 
features are the general design and con- 
struction of the regular Stanley 100 Plus 
Nail Hammer. They are packed one each 
in a gift box. 


A Rubber Tray for Ice Cubes 

The Flexo Tray for use in mechanical 
refrigerators a combination pan and 
grid moulded from pure crepe rubber. 
This innovation is offered to the trade by 


is 
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|G. M. Dwelley, Inc., 235 Curtis Bldg., The Magic Chef Gas Ranges 
| Detroit, Mich. : 

The tray ic desipied to Se teto ‘the A new vogue in gas ranges has been 
metal pan of the refrigerating compart- created by American Stove Co. 827 
|ment. It is said that ice cubes will not | Chouteau Avenue, St. Louis, Mo., with 


its Magic Chef range. 
This new item is a radical departure 
from standard gas range design. It has 
| been created to fit into the ultra-modern 
| kitchen with its bright colors and attrac- 
| tive Two models of the 
| Magic Chef range have been produced, 
| the “Patrician” and the “Jonquil.” The 
| first mentioned model is illustrated. 
| » 


furnishings. 





freeze to this rubber tray and only a few 
seconds are needed to remove the frozen | 
cubes. Faucet melting is not necessary, 
as the tray need only to be turned over 
and the cubes shaken out. In this manner, | 
the cubes come out hard, dry and full-size. | 

There are many advantageous features 
claimed for this product which is being 
manufactured in various models to fit 
popular makes of refrigerators. 


A Differential Chain Hoist 
A differential chain hoist possessing three 
new features is announced by Robbins & 
Myers Inc., Springfield, Ohio. ; 





The top and front panels of this model 
are of Italian antique marble finish with 
old ivory trim. The handles are of onyx 
green bakelite with solid brass fittings. 
Its oven is equipped with the well known 
Lorain oven heat regulator and the cook- 
ing top is spring balanced, making it easy 
to operate. This top quickly covers un- 
sightly cooking utensils. The oven and 
broiler doors are heavily insulated. All 
pipes, gas valves, bolts, etc., are entirely 
concealed and the valves are convertible 
with a turn of a screw into safety valves, 
which cannot be operated by children. 

Top burners have removable non-cor- 


Timken thrust bearings used in the lower 
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; ' rosive heads. A roomy service drawer, 
: mounted on rollers, will be found most 
- ey convenient. The manufacturer states that 
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hook permit easy turning of the load in | 
addition to reducing chain and upper sheave 
wheel wear caused by chain twisting. The 
sheaves are of Aremite, an alloyed iron 
produced in the Robbins & Myers foundry, 
which, because of a tensile strength twice 
that of ordinary gray iron and an unusual 
hardness, is remarkably durable, says the 
manufacturer. 

Aluminum finish used throughout, 
chains excluded, and provides lasting pro- | 
tection against damage from exposure. | 
The chains are of a special steel, heat | 
treated and electrically welded. 

This hoist is manufactured in five sizes, 
with capacities ranging from % to 2 tons. 
Descriptive bulletins containing complete | 
information are being distributed by the 
manufacturer. 


1S 





authorities on interior decoration have 
pronounced the Magic Chef to be the 
most notable style creation in the house- 
furnishing field in the last decade. 
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GENERAL MARKET NEWS 











Hardware Trade Is Preparing for Active 
Winter Demand 


NEW YoRK, Oct. 9.—That the hardware trade of the country is 
marking time to some extent is indicated by the reports from im- 


portant market centers. 


While retailers are noting a slight reces- 


sion of trade in some sections at this time, jobbers are reporting 
somewhat better demand. This is largely due to the fact that stocks 
are being replenished for advance fall and winter demand. The 
general opinion is that the outlook is good for the balance of the 


year. 


There has been little or no let down in the level of general em- 


ployment and the agricultural sections of the country are expected 
to be as important a factor in buying as ever, due to good prices 


and fair crops. 


The price situation is not greatly changed, but new adjustments 
are appearing regularly in the market. 
Collections are fairly satisfactory. 





Wholesale Commodity Prices 
Decline Week Ended Sept. 28 


Following several weeks of seasonal 
strengthening of prices, a decline of one- 
fifth of 1 per cent was registered during 
the week ended Sept. 28, in the whole- 
sale price index of the National Fer- 
tilizer Association. Nine groups and 
thirty-eight items showed declines and only 
two groups and twenty items displayed 
advances. 

The chief decline occurred in foods, au- 
tomobiles, fuel and metals. The largest 
advance occurred in cotton-seed meal. The 
index is now 1.3 per cent lower than it 
was on the like date a year ago. 

Based on 1926-1928 as 100, and on 456 
quotations the index stood at 97.4 per 
cent for the week ended Sept. 28, and 
97.6 ior the week ended Sept. 21. 





Crop Yield Off 6 Per Cent 
Due to Severe Drouth 


The total yield of crops this year prob- 
ably will run about 6 per cent below the 
ten-year average on account of severe 
drouth during most of the summer, ac- 
cording to the Bureau of Agricultural 
Economics, Department of Agriculture, in 
its Oct. 1 report on the agricultural situa- 
tion. 

The drouth cut the total production of 
grain below average, took toll of other 
late crops and by shortening pastures, 
curtailed milk production sharply through- 
out the East and created a serious feeding 
problem for live stock in the West. Al- 
though September rains finally broke the 
dry spell the situation in the Pacific North- 
west is still very serious, and ranchers 
have had difficulty fitting their land for 
winter wheat, the bureau says. 








Winter wheat farmers reported to the 
bureau that they intended to increase acre- 
age this fall about 1 per cent over the 
area seeded last fall, but the bureau now 
believes there is little likelihood of an in- 
crease in acreage in view of unfavorable 
weather and the fact that actual seeding 
of wheat heretofore has averaged about 
4% per cent less than was indicated in 
intentions to plant reports. 

Heavy production of hard red winter 
wheat, says the bureau has been chiefly 
responsible for the wheat surplus prob- 
lem in recent years. If farmers in the 
Nebraska-Kansas-Oklahoma territory were 
to sow the acreage indicated in the in- 
tentions to plant report, and if there should 
be an average abandonment and average 
yields, a large surplus over normal domes- 
tic requirements for hard red winter wheat 
would be produced, the bureau believes. 


Montgomery Ward Sales Show 
25 Per Cent Gain in Sept. 


The September sales of Montgomery 
Ward & Co., one of the two largest mail 
order houses in the country, now operat- 
ing a nation-wide chain of retail stores, 
increased 25.55 per cent to $26,127,589, the 
highest total for that month in the history 
of the company This sum compares with 
$25,809,909 for the corresponding month of 
last year. 

Sales figures also showed this, the sev- 
enteenth consecutive month showed an in- 
crease over the corresponding month of 
the preceding year. 

Up to Sept. 30 the sales for the nine 
months were $293,698,785, as against 
$148,362,025 for the same period in 1928, 
a gain of 30.56 per cent. 





Revenue Freight Loadings In- 
crease 22,199 Cars for Year 


Loading of revenue freight for the week 
ended on Sept. 21 totaled 1,166,330. cars, or 
an increase of 22,199 cars over: the:same 
week last year, the car service division, of 
the American Railway Association. an- 
nounced Oct. 1. 

This was also an increase of 39,928 cars 
over the same week two years ago and aft ’ 
increase of 13,268 cars over the preceding ' 
week this year, with increases being re- 
ported in the loading of all commodities 
except grain and grain products,. forest 
products and ore. 


Commercial Failures Show 


Decline for Third Quarter of 1929 


Completed statistics for September and 
the third quarter confirm the indication 
that the insolvency record for the United 
States would make a relatively favorable 
exhibit, according to data compiled by R. 
G. Dun & Co. Reports show fewer com- 
mercial failures for both periods than were 
reported for 1928, while a small increase 
in the liabilities for September is much 
more than offset by a sizable reduction for 
the third quarter. 

With the shorter month the number of 
defaults in September not unnaturally de- 
clined from the August total, the decrease 
being 11 per cent, and the 1,568 insol- 
vencies shown in the latest statement mark 
the low point for the current year. The 
minimum each year invariably is recorded 
in September, yet the present number is 
the lowest for the month since 1926. The 
decrease from the 1,635 failures of a year 
ago is 4.1 per cent, but last month’s in- 
debtedness of $34,124,731 rose 6 per cent 
above the $33,956,686 of September, 1928. 
There also was an increase of a little 
more than 1 per cent over the liabilities 
for August this yeur. 

With both September and August dis- 
closing reductions from the totals for a 
year ago, and with July showing only a 
moderate rise, the number of defaults in 
the United States during the third quar- 
ter of this year was 2.5 per cent below 
that for the corresponding period of 1928. 
Thus, insolvencies in the three months just 
ended numbered 5,082, compared with 5,210 
last year, but there was a moderate in- 
crease over the 5,037 failures for the third 
quarter of 1927. The report of indebted- 
ness is especially favorable, the $100,296,- 
702 of the latest quarter being 17.6 per 
cent under the $121,745,149 of the third 
quarter of 1928. Moreover, a reduction 
of almost 13 per cent appears in compari- 
son with the third quarter of 1927, while 
the present amount is also less than was 
reported for the third quarter of 1925, 
1924, 1922 and 1921. The high mark for 
the period was established in 1924, at 
$126,263,495 
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CHICAGO, Oct. 8.—Holiday preparations in the retail hardware field 
are faithfully reflected in the steady stream of goods flowing out of the 
wholesale houses. Late in September a slight recession of shipments was 
noticeable in the jobbing trade, but it lasted for a few days only; busi- 
ness quickly regained its former impetus and nearly all seasonal items 


are moving in heavy volume. 


It is plain that more hardware merchants than ever are taking an 


interest in their holiday opportunities. 


An increasing number of them 


are preparing to make their stores headquarters for Christmas gifts. 
Toys are in strong demand. Jobbers are doing a heavy trade in 


juvenile goods of all kinds. 


everything that pertains to toy airplanes. 


A veritable rush is on for toy airplanes and 


This class of goods is climb- 


ing even higher up the peak of popularity than it has ever reached be- 


fore. 

planes are moving rapidly. 
Wheel goods are active. 

so this season. 


Airplane construction toys with which boys can build their own 


Electric trains, long popular, are even more 
Early orders for such merchandise indicate that deal- 


ers are fully alive to the profit possibilities of the toy department in 


the hardware store. 


Chain has been especially active for several weeks and the demand 
brackets a wide variety which includes cow ties, log chains, halter 
chains, lock-link chains, machine chains, windmill chains, pump chains, 


side chains and tire chains. 
stores readily. 


Such equipment is selling out of retail 


Copper did not hold its recent advance, for which reason there has 


been no change in rivet prices. 
good. 


ALARM CLOCKS.—A _  vigorvuus 
mand continues to register as the fall 
days shorten. No price changes. 


JOBBERS’ gh ye TO RE- 
TAILERS, F.O.B. CHICAGO: 

Big Ben, plain dial, $27.48 per doz.; 
Big Ben, luminous dial, $37.92 per 
doz.; Big Ben, De Luxe Nickel, $31.68 
per doz.; Big Ben, De Luxe Nickel, 
luminous dial, $42.24 per dozen; Big 
Ben De Luxe colored, plain dial, 
$31.68 per doz.; Big Ben, colored, 
luminous dial, $42.24 per doz.; Baby 
Ben, plain dial, $27.48 per doz.; Baby 
Ben, luminous dial, $37.92 per doz.; 
Baby Ben De Luxe, nickel plain dial, 
$31.68 per doz.; Baby Ben De Luxe 
nickel luminous dial, $42.24 per doz.; 
Baby Ben De Luxe colored plain dial, 
$31.68 per doz.; Baby Ben De Luxe 
colored luminous dial, $42.24 per doz.; 
American plain dial, $12.60 per doz.; 
American, luminous dial, $18.96 per 
doz. ; American Colored Clocks, $12.60 
per doz.; Sleepmeter plain dial, $16.80 
per doz.; Sleepmeter luminous dial, 
$25.20 per doz.; Ben Hur plain dial, 
$21.12 per doz.; Ben Hur luminous 
dial, nickel, $29.52 per doz.; Ben Hur 
plain dial, colored, $21.12 per doz.; 
Ben Hur, luminous dial, colored, 
$29.52 per doz.; Tiny Tim Nickel or 
colored finish, $18.00 ner doz. New 
Model Pocket Ben Watches, $12.60 
per doz.; New Model Pocket Ben 
Watches luminous dial, $18.96 per 
doz. Lots of 2 dozen or more, all one 
kind or assorted, are subject to an 
extra discount of 2% per cent. In 
lots of 6 dozen or more, all one kind 
or assorted, are subject to an extra 
discount of 5 per cent. Westclox and 
Watches, plain and luminous dials, 
may be assorted to obtain quantity 
discounts. 


AUTOMOBILE ACCESSORIES.—Busi- 
ness is quiet. 
developed in market conditions. 


JOBBERS’ QUOTATIONS TO RE- 
TA'ILERS. F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham 
pion X, 45c. each; Champion Blue 


de- | 


Little improvement has | 


Sales of copper rivets and burrs are 


Box line, 53c. each; A. C., 53c. each; 


1 
| lots of 100, 50c A. C. Special Ford, 
| 
| 


36c. each. 
Spot Lights.—Appleton, No. 3280, 
$6.50 each. 
Chains.—Nonskid dozen pair lots, 
35 per cent discount. 
Jacks. —National Standard No. 21, 
$1.30 each. 
| Pumps.—Rose, 1% in., cylinder, 
$1.85 each. 
Tires and Tubes.—Mansfield tires 
| 30 x 3%, Liberty cord, $4.85: Mans- 


field heavy duty oversize, $6.50; Lib- 

erty, 32 x 4, + 50; Mansfield heavy 
duty. 32 x 4, $11 50: Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each: 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal. in less than full case 
lots; in full case lots, $3.60 per gal. 


BICYCLES.—Current volume is mod- 
erate, with a fair prospect for im- 
provement during the next few weeks. 
Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
CHICAGO: 


TAILERS, F.O.B. 
Motor-Bike Model, 


Double Bar 
$26.26; ladies’ model, $25.90; girls’ 


and boys’ juvenile model, $22.60. 


BOLTS AND NUTS.—Trade is not 
quite so good as it was a fortnight 
ago. No price changes. 


JOBBERS’ gt they TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all 
75-10 per cent discount; 
60 per cent discount. 
“full 





stove bolts, 
| lag screws, 
All discounts are quoted from 
case”’ lists. 


| 
| BOTTLING SUPPLIES.—Bung tubes 
| are the most lively item in this line | 


| currently. 
| ceded. Market figures are steady. 





Retailers Are Preparing For Holiday Demand in 
> Mid-West Territory. 


Toys in Strong Demand 


In general, demand has re- 


JOBBERS’ QUOTATI°NS TO RE- 
TAILERS, F.0O.B. CHICACO: 

Single bottle washer, $4.75 each; 
double bottle washer, $2.75 each: 
adapter for bottle washer, $1.60 each; 
Sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.: crown 
caps, double lacquered in 50 gross 
lots, 15%c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 
$5.00 gross. 


BUILDERS’ HARDWARE.—P ublic 
and semi-public building is active; resi- 
dential building is less so. Retail 
hardware interest appears to be sag- 
ging. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair. 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set.. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 


COAL HODS.—Movement continues 
brisk. No price changes seem immi- 
nent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Galvanized, 16 in., open. $4 doz.; 
17 in., $4.30 doz.; 18 in., $4.70 doz.; 
Japanned, open, 16 in., $2.95 doz.; 
17 in., $3.25 doz.; 18 in., $3.65 doz.; 
Galvanized, funnel, 17 in., $5.35 doz.; 
18 in., $5.80 doz., Japanned, funnel, 
17 in., $4.10 doz. 


CARPET SWEEPERS.—Retail interest 
is increasing and the line is active. 
Dealers are ordering special window- 
display material which helps sales. 
Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Bissel’s Standard, $36.00 doz.; 
versal Japanned, $42.00 doz.; 
sal Nickeled, $46.00 doz.; Grand 
Rapids, Japanned and colors, $44.00 
doz.; Grand Rapids, Nickeled, $48.00 


doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 


Uni- 
Univer- 


CHAIN.—Sales are exceptionally good 
for nearly all classes of chain. The 
market is steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. Proof coil chain, $11.00 cwt., 
base; trade-marked coil ‘chains, 40-10 
per cent list. 

COPPER RIVETS AND BURRS.—The 
copper market failed to hold to its 
former figure; hence no price change 
has taken effect on rivets and burrs. 
It had been expected that the price 
would advance. Sales are active. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and burrs, 30 
per cent discount. 

ELECTRICAL GOODS AND RADIO 
EQUIPMENT.—Brisk demand is reg- 
istering earlier than usual. Current 
volume is heavy and on the increase. 
No price changes. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.: 
in 1000 ft. lots, $10.50; %-in. brush 
brass key socket, 13c. each; lots of 
25, 12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two 
piece attachment plugs, 5c. each; dry 
cells, boxes of 55, 32%c. each; less 
than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal, 9169, $16.65. 

Electric Fans.—6 in. Po.ar Cub, 
$2.75 each, lots of 12, $2.65; 8 in. 
Polar Cub, $3.20 each, lots of 12, 
$3.05; 10-in. Oscillating Cud, $7.00 
each, lots of 12, $6.65; 8-in. North- 
wind, $4.55 each, lots of 10, $4.39; 
10-in. Oscillating ee $10.50 
each, lots of 10, $10 

. Saitien tats B batteries, 
D 779 E. $1.40 each; case lots of 5, 
$1.30: No. 770, $3 each; packages of 
5, $2.80; No. 771, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c; UX- 
199, $1.20; WxX-227, $1.50; UG-171A, 
$1.85; UX-250, $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


FLINT PAPER.—tTrade is active and 
demand is expected to continue for the 
next forty-five or:sixty days. Market 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICACO: 

9 x 11 sheets; in bundles, No. 9, 

$4.05 per ream; same No. 1, $4.85 per 
ogee 8% x 10% sheets, in bundles, 
No. 0, $3.65 per ream; same, No. 1, 
$4. io” per ream; 9 x 11 sheets, in 
boxes, No. 0, 100 sheets per box, 84c.; 
9 x il sheets, in boxes, No. 1, 75 
sheets per box, 76c.; 8% x 10% 
sheets, No. 0, 101 sheets per box, 7é6c. 
8% x 10% sheets, No. 1, 75 sheets 
per box, 67c. ° 


FOOTBALL AND BASKETBALL 
GOODS.—Seasonal activity in this line 
seems satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Goldsmith official stemless water- 
proof footballs, $9.35 each; Conference 
footballs, $8.00 each; Scholastic foot- 
balls, $5.35 each; Amateur footballs, 
$1.70 each; boys’ footballs, genuine 
cowhide, $7.75 per doz.; Special 
basketballs, $14.95 per doz.; Gold- 
smith official basketballs, laceless 
with rubber valve, $14.00 each. 


FRUIT PRESSES.—Activity is moder- 
ate. Expected pick-up has not yet 
registered. No price changes. 


JOBBERS’ ee eee TO RE- 
TAILERS, F.O.B. CHICAGO: 


4 qt. tinned cylinder, $3.25 each; 6 
qt., $4.00 each; 12 qt., $6.00 each; 
fruit presen wood tubs, ae 0, $3.90; 
No $7 40; No. 2, $9.7 No. 3, 
$15. 00: No. 5, $24.50. 

FURNACE SCOOPS.—tThere is plenty 
of activity and the recent price advance 
still holds. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO 

D-handle, competitive grade, $5.50 
per doz.; good grade, hollow-back, 
59. 00 to $10.00 per doz. 

GLASS AND PUTTY.—As yet the 
market shows no stiffening tendency, 
although such a trend is expected. 
Overstocks in manufacturers’ hands 
are moving out rapidly. Only a few 
plants are operating. There is some 
talk of an eventual shortage. 


JOBBERS’ be bt Pore J TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 


















all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 lbs.; 
commercial, $3.15 per 100 Ibs. 


GRAIN SCOOPS.—Since the corn crop 
turned out better than the expectations, 
demand for this line holds up fairly 


well. No price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
No. 8, $14 per doz.; No. 10, $15 
per doz.; No. 12, $16 per doz.; No. 
14, $17 per doz. 


GOLF GOODS.—Current demand 


is 


fair. The approach of the holidays 


is expected to stimulate movement. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless shafts, 
$3.65 each; Lo-Skore Irons, hickory 
shafts, $2.35 each; Competition Clubs, 
nickel plated heads, aluminum cap 
grip, $1.35 each; Community Clubs, 
Woods and Irons, 80c. each; Craw- 
ford-McGregor Uni-Sets, McGregor 
Duralite Matched Irons (6 in set), 
$36.00 set; Silver King Golf Balls, 
$7.50 doz.; Royal Golf Balls, $6.50 doz. 


HAMMERS AND HATCHETS.—There 
is still a healthy call for nail hammers 


and light axes; little activity 
hatchets. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchet, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50. 


in 


HUNTERS’ SUPPLIES. — Increased 


retail interest is observed in hunting | 


coats, hunting pants, caps, rubber boots 
and gun cases. Fall demand is good. 


Retail stocks are not large. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Drybak waterproof coats, $58.65 per 
doz.; Drybak waterproof pants, $40.00 
per doz.; Red Head brand coats, 
$61.35 per doz.; hip rubber boots, 
$5.00 per pair; mackintosh wading 
pants, $16.00 per pair. 


ICE SKATES.—A fair volume of early 
orders for retail winter requirements 


has developed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union Hardware skates, No. 1624, 
75e. per pair; No. 524%, $1.15 per pair; 
No. 6.24, $1.00 per pair. ‘Children’s 
extension bob skates, 35c. per pair; 
Nestor Johnson Flyer skates, $5.25 
per pair. 


NAILS, WIRE AND STAPLES.—Some 


increase in demand is observed. Pric 
low and relatively firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


L.ec.l. quantities, common wire and 
cement coated nails, $2.95 base; car- 
— on application; stee! cut nails, 
$4 base. 

No. 9 black annealed wire, $3.30 
per cwt.; No. 9 galvanized, plain wire, 
$3.75 per ewt.; catchweight spools, 
galvanized cattle or hog wire, $3.85 
per cwt.; polished fence _ staples, 
$3.65 per cwt. 


PAINTS AND OILS.—Except for i 


es 


n- 


terior finishes, demand is falling off. 
Market unsteady. 


| 
| 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, $1.32 
per gal.; 5 barrel lots, $1.29 per gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.35 per gal.; 5 barrel lots, $1.32 per 
gal. 

Denatured Alcohol. 3arrel lots, 
68c. per gal.; steel ‘drums, extra, $10; 
returnable. 

Turpentine.—Drum lots, 70c. per 
gal., net. 

White Lead.—100 lb. kegs, $13.75 
ewt.; 50- Ib. kegs, $14.00 cwt.; 25 os 
kegs, $14.00 ecwt.; 12% lb. kegs, $14.2 


“Shellac (4 Ib. cuts).—White, $2.48 


per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
white, $2.17; second grade orange, 
$1.82. 

English Venetian Red.—In barrels, 
54c. per Ib.; in 100-lb. iots, 6%4c. 
per Ib. 


Dry Paste.—Barrel lots, 7%c. per 
b. 


POULTRY NETTING.—New 1930 
prices are now in effect. They have 
stimulated activity in futures. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Galvanized before, 60 per cent off 
list; galvanized after, 55 per cent off. 

PREPARED ROOFING.—Volume con- 
tinues to develop. No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade, selected surfaced, pre- 
pared roofing, $2.16 per square; me- 
dium grade, slate surfaced, $1.99 
per square; best grade, tale surfaced, 
$2.10 per square; medium grade tale 
surfaced, $1.43 per square; light 
grade tale surfaced, $1.00 per square; 
red rosin sheathing, $50 per ton. 


SASH CORD.—There is some recession 
in demand, although sales are good. 
No new prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Standard grade, No. 7, $7.94 per 
doz.; No. 8, $9 per doz.; competitive 
grades, No. 7, $7.45 per doz.; No. 8, 


$8.55 per doz. 


SASH WEIGHTS.—Buyers show more 
interest than normal. Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Ideal (full weight), less than car- 
load lots, $36 per ton. Carload lots, 
$33 per ton. 


SCREWS.—Volume is holding up well. 
No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Flat bright screws, 45 per cent: 
round head, blued, 40 per cent; flat 
head, brass, *37% per cent; round 
head, brass, 32% per cent. Larger 
orders 10 per cent less. 


| TOYS.—Early orders are showing a 


fine volume, with a strong tendency to 
increase. Airplane toys, especially, are 
in demand. Electric trains are moving 
briskly. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Electric trains, from $4.15 to $30.00 
per set; Structor trucks, $8.00 per 
doz.; Erector sets, No. 1, 67c. each; 
No. 2, $3.33 each; Spirit of Saint 
Louis construction sets, $8.00 per 
doz.; Lincoln Logs, 65c. per set; dou- 
ble sets, $1.35 each. 


WIRE CLOTH.—Manufacturers have 
announced 1930 prices some weeks in 
advance of the usual date. Spring 
orders are now being accepted. 


JOBBERS’ Oe enone TO RE- 
TAILERS, F.O.B. CHICAG 

Black, 12-mesh, $1.80; — 
14-mesh, $2.40; galvanized, 16-mesh, 
$2.75. Quantity orders command a 
suitable discount from these figures. 
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MINNEAPOLIS, Oct. 8.—Fall business 1n general with the jobbers 
is considered tairly satisfactory, though not so large as had been 
expected it the crops in the Northwest tributary to the Twin Cities 
hau turned out as large as seemed to be proinised in the spring. 
Drouth reduced the yieid, but on the average, it is nearly up to’ the 


usual crop. 


Returns from potatoes in the northern part of Min- 


nesota, and a part of the Red River Valley will be good, as the 


prices are fairly satisfactory. 


Prospects for a very good holiday business seem bright. 


Stores 


in the larger centers are buying ahead for that time, and hardware 


retailers are planning and buying their winter sports stocks. 


skates are being ordered, as well as other items. 
Prices are firm, showing but little change. 





AXES.—Demand for axes is_ steady, 
with perhaps a growing volume. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS. F.O.B. TWIN CITIES. 

Single bit. base weight, unhan- 
dled axes, $15 to $16.50: double bit, 
$20.00 to $2150: single bit, handled 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS.—Deliveries show a fair vol- | 


ume, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BALE TIES.—Call for bale ties is 
growing. with stock ample for the de- 
mand. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Single loop, 9% x 14, $1.51; 9% x 15, 
$1.36; 91% x 14, $1.53 per bundle. 


BRADS.—Demand for brads is good, 
with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Wire brads, in 25-lb. box, at 75 per 
cent from lists. 


BUILDING PAPER.—Call for building 
paper still continues strong. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Red rosin sized building paper, 
32.60, and tarred felt, $2.80 cwt., net. 


CHAIN.—Sales are steady, with fair 
volume. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. TWIN CITIES. 
Log chain, coppered, 4% x 14, $17.75; 
5/6 x 14, $16.75; % x 14, $15.00; log 
chain, ‘self’ colored, %4 x 14, $16.25: 
5/16 x 14, $15.25; % x 14, $13.50; proof 
coil chain, % in., $14.00; 3 in., $11.25, 
% in., $10.50; 5% in., $10.25 cwt., net. 


CHURNS.—Demand is still fair, with 


prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES. 
Barrel type churns, 33%-5 per cent 
from lists. 
COAL HODS.—Sales are improving, 
with stocks ready for the heavy fall 
demand. Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, 
Coal hads,., japanned, 
$3.25; 


F.O.B. TWIN CITIES. 
open, 17-in., 
funnel, 17-in., 


18-in., $3.85; 





Ice 
84.30; 18-in., $4.90; galvanized, open, 
17-in., $4.70; 18-in., $5.10; funnel, 
17-in., $5.80; 18-in., $6.30 doz., net. 


EAVES TROUGH. CONDUCTOR 
PIPE AND ELBOWS.—Demand is 
still fairly strong, with prices un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Eaves trough, 5-in., slip joint, sin- 
gle head, galvanized, in crates, $5.25; 
6-in., $6.40; conductor pipe, 3-in.. i 
crates, not nested, $4.90; 4-in., $6.85 
ner hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 


FIELD FENCE.—tThere is a fair de- 
mand for this line. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26 in. high, 
$36.69 per 100 rods net, with other 
heights in proportion. 


FILES.—Sales show good totals, with 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. 


Nicholson files, 50 per cent, and 
— brands, 60-10 per ‘cent from 
ist. 

GALVANIZED WARE.—Demand 
steady, with good volume. 
firm as last quoted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. 

Standard, galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 


is 
Prices are 


pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2 
$8.00: No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz., net. 


GLASS AND PUTTY.—Call for these 


items is improving as the colder 
weather approaches. Prices show no 
changes. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES. 
Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
Ib. steel drums, $5.35 cwt., net. 
NAILS.—Deliveries still 


are fairly 


good, with prices showing no further 


changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.10 per keg, base. 


Retailers Planning For Holiday Trade— 
Crop Averages Nearly Normal 


| PYREX OVENWARE.—Demand is im- 
proving with the cooler weather, and 
stocks are being filled for the fall and 
holiday season. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. 


No. 623, casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread pans, 60c.; No. 
200 pie plates,-67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, 7c. 
each, net. 


REGISTERS.—Call 
steady and with good volume. 
are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE.—Demand is steady, with fair 
volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


Best grade manila rope, 24c., base; 
best grade sisal, 17%4c. lb., base. 


SANDPAPER.—Demand is good, with 
stocks well filled. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS.—De- 
liveries are fair, with prices firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. 
Sash cord, best grade, 65c. lb. buse; 
second grade, 38c. ; third grade, 
27c. Ib. base net, and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS.—Call for this line is steady, 
with good volume. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent 
flat head brass, 37% per cent, round 
head brass, 32% per cent from lists. 


SNOW SHOVELS.—Prices hold firm 
on this line as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SKATES.—Dealers are finding a good 
demand for roller skates for the pre- 


sent season. Ice skates are being or- 
dered forward in many instances for 


for registers is 
Prices 


| the opening of the winter sports sea- 


son. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$7.75: Union, No. 590 and 590L, $5.25; 
No. 595 and 595L, $5.25; No. 550, $6.00 





pair, net. 

No. 5 Union roller skates, $1.45, 
No. 6, $1.65; No. 4, $1.45; No. 130, 
$1.80; No. 130L, $2.00. 
































Skate keys, 30c. 
wheels, 10c. extra. 

Boys’, No. W1B, $1.30; Girls’, No. 
Wi1G, $1.40. 


SOLDER. — Demand is good, with 
stocks ample. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Warranted half and half. solder, 
3lc. lb., and strictly half and half 
solder, 32c. lb., in 100-lb. boxes, net. 


STEEL SHEETS.—Demand is steady, 
with good volume. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES. 

Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
— sheets, 24-ga. (base), $6.45 cwt., 
net. 


STEEL TRAPS.—Call is still rather 


light. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. 

Victor steel traps, No. 0, $1.10; No. 
1, $1.38; No. 144, $2.44; No. 2, $3.36; 
Oneida jump traps, No. 0, $1.59; No. 
1, $1.83; No. 1%, $2.81 doz., net. 


STOVE BOARDS, PIPE, ELBOWS 
AND DAMPERS.—Demand is on the 
increase in all of the stove lines, with 
stocks ready for the fall trade. Prices 
on stove boards have changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. | 
Crystallized stove boards, 28 x 28, | 


per doz.; extra 





$16.65; 30 x 30, $19.35; 36 x 36, $27.00 
doz., net. 

Stove pipe, uniform, 
knocked down, 6-in., $12.00 per 100 
lengths; elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire handle, 
$1.15 doz., net. 


blued, 28-ga., 


TIN.—Demand is steady, with fairly 
good volume. 


Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 


8 lb. coating, IC, $14.75 box, net. 


WHEELBARROWS.—Call for wheel- 
barrows is still fair, with prices steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. 

Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; Amer- 
ican garden, $6.25 each, net. 


WINDOW VENTILATORS.—Sales are 
increasing in this line, with stocks be- 
ing augmented to meet the demand. 
Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Window ventilators, Continental, 
No. 837, $2.80; No. 1 $3.45; No. 
1145, $4.40; No. 14387, $5.00; De-Flekt- 


a7 
ol, 


Air, No. 63, $2.20; No. 87, $2.60; No. 
88, $3.75; No. 117, $3.75; Diamond E, 
No. 01B, $3.60; No. 01, $4.40; No. 2 
$4.80: No. 03, 5.60; No. 1B, $4.40: 
No. 1, $5.20; No. 2, $5.60; No. 3. $6.40; 
No. 3L, $7.20; No. 4, $7.60; No. 5, 





ATLANTA: 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., Oct. 8, 1929.—For the past several days the terri- 
tory served by Atlanta hardware jobbers, especially the entire State 
of Georgia, has been passing through a destructive period from 
tropical hurricanes and flood waters of overflowing rivers and 


creeks caused by heavy rains. 


Business, of course, under these 
conditions, has been almost at a stand still. 


The hurricane damage 


through the southern portion of Georgia destroyed small and fragile 
buildings, while the flood waters wrought untold damage to crops 


and highways. 


This reporting finds the weather breaking. 


Rainfall has ceased, 


and with a much cooler temperature a clearing up process should 
set in, and business should soon resume normal activity. 
No important price changes have been reported. Collections are 


only fair. 


AUTOMOBILE 
cellent demand for auto accessories. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Auto Chains.—Weed and _ Rid-O- 
Skid at list, single pairs 35 per cent 





off. Ten or more pairs 40 per cent 
off. 

Auto Tires.—Mansfield double ser- 
vice tires, 29 x 4.40, $12.90 each, 
tubes $1.50; 28 x 4.75, $15.00, tubes 
$2.25; 29 x 5.00, $16.85, tubes $1.75; 
31 x 5.00, $18.05, tubes, $1.85; 29 
5.50, $21.00, tubes $2.25; 


$22.45, tubes, $2.25; 
tubes $2.40. 


x 

30 x 6.00, 

32 x 6.00, $23.45, | 
| 


Springfield pumps No. 1, $1.35 each. | A 
No. 18 laxon horn, $5.25. ) 
Champion Blue Box spark plugs, 
53c. each. 

No. 625 Walker Jack, 90c. each; 


No. 620, $2.10 each. 





ACCESSORIES.—Ex- | AIR RIFLES.—This item is beginning 
| to move rapidly. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


No. 20 Daisy, $7.20 per doz.: No. 
12, $12.00 per doz.; No. 11, $16.00 per 
9 


doz.; No. 3, $24.00 per doz.; No. 25, 
$40.00 ner doz.; No. 30, $20.00 per doz. 
Little Daisy pop guns, $3.20 per 
doz.; No. 14 pop guns, $6.00 per doz. 
Air Rifle Shot.—2%-oz. lead shot, 
3.50 per 100 tubes; 4 oz., $4.50 per 
100 tubes; 2%-oz. steel shot, $3.00 per 
100 tubes. 


LARM CLOCKS AND WATCHES.— 
eliveries are very good, with prices 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
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| $8.40 doz., net. Wurldbest, No. 2, 
| $1.75; No. 8, $2.00; No. 4, $2.50; No. 
| f $3.00; No. 6A, $4.00; No. 6B, 
| 
| 


50; No. 6C, $5.00 EACH LIST, with 


29 
3314 





$4. 
dealers’ discount of per cent. 


good, with stocks ample. 
unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Galvanized barbed cattle wire, $3.06 
per 80-rod spool; galvanized barbed 
hog wire, $3.26 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.55 ewt., and No. 9 smooth black 
wire, $3.10 cwt. 


stocks well assorted. 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Agricultural wrenches, 60-10 
cent; key model wrenches, 54 
cent; engineer wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 

$2.60; 15 in., $2.75 each, net. 
Snap-on Wrenches. — Radio 
electric sets in metal cases, $2.75; 
No. 101, Master Service Sets, $13.75; 
No. 202, Heavy Duty Sets, $3.80; No. 
404 Flexible Socket Set, $8; No. 608, 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 


per 
per 


and 





duty ratchet, $27.35 list, less 33% 
per cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 


Storms Damage South and Hold Business at a 
Standstill, But Normal Trade Now Resumed 


Each 
America, plain, in colors and - 
nickel finial ....6ccccccsccesce $1.05 
America, luminous dial........ 1.58 
Big and Baby Ben, plain...... 1.29 
Big and Baby Ben, luminous... 3.16 
Big and Baby Ben de Luxe, 
plain in colors and nickel 
PERRIN <5 a sce cc Gcotite accia e hiarerh ere cece 2.62 
Big and Baby Ben, luminous... 3.50 
Ben Hur, luminous, in colors 
and nickel finieh. ......6. «2s. 2.46 
Ben Hur, plain, in colors and 
nickel finish ......-.ccesccess 1.76 
Sleep Meter, plain...........+++- 1.40 
Sleep Meter, luminous.......... 2.10 
Tiny Tim in assorted colors... 1.50 
Pocket Ben watches..........-- 1.05 
Glo Ben watches, luminous.... 1.58 
AXES.— Demand is _ steady, 
stocks well filled. Prices have 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Single bit, base weight, unhandled, 
$14.65 to $16.00 per dozen. Double bit, 
$19.65 to $20.50 per dozen. Single bit 
with No. 1 handles, $18.90 ner dozen. 
Double bit with No. 1 handles, $23.90 
per dozen. 


BOLTS AND NUTS.—Call for this line 


continues good. Prices steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold pressed nuts, 
50-10 per cent off; stove bolts, 75 per 
cent off. 


BALE TIES.—Demand continues good, 
with ample stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 








WIRE.—Call for fence wire is fairly 
Prices are 


WRENCHES.—Demand is steady, with 
Prices show no 


with 
not 
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% x 16%, 93c. per bundle; 9% x 16, 
$1.05 per bundle, 9% x 15%, $1.20 per 
bundle, 9% x 14%, $1.45 per bundle. 


CLIPPERS.—Calls for clippers are 


fairly good, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Brown & Sharpe—Bressant or nar- 


row plate—$4.50, less 25-10 per cent. 
American Gentleman, $3.00, less 
23%, per cent. 


COAL HODS.—With cool weather ap- 
proaching, demand is increasing. Stocks 
are well assorted, with prices firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 16 galvanized hods, $4.00 per 
doz.; No. 17 galvanized hods, $4.50 per 
doz.; No. 18 galvanized hods, $5.00 
per doz.; No. 15 Jap hods, $3.00 per 
doz.; No. 16 Jap hods, $3.25 per doz.; 
No. 17 Jap hods, $3.50 per doz.; No. 
18 Jap hods, $4.00 per doz. 
Coal Tongs.—No. 45, $3.00 ner doz.; 
No. 25, $4.00 per doz.; No. 214, $3.50 
per doz. 


COTTON MOPS. — Deliveries show 
fairly good volume, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.0.B. ATLANTA, GA.: 
14 oz., $5.90 per doz.; 18 oz., $6.40 
per doz. 
FILES.—Demand is increasing. Prices 
not changed, with stocks ample. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Simonds files, list, less 50 per cent; 
Black Diamond, list, less 50 per cent; 
Great Western, list, less 60 per cent; 
Royal, list, less 70 per cent. 
FIRE POKERS.—With cool weather 
approaching, demand is _ increasing. 
Stocks are well assorted, with prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
a F.0.B. ATLANTA, GA.: 
No % x 20, 85c. per doz.; No. 
10, % Z °56. "$2. 00 per doz. 
FORKS.—Sales show good volume, with 
stocks well assorted. Prices are the 
same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 





4-tine manure forks with 4% ft. 
strapped handles, $10.50 doz.; 5-tine 
manure forks with 4% ft. strapped 
handles, $12.50 doz.; 6-tine manure 
forks with 4% ft. strapped handles, 
$14.50 doz.; 4-tine spading forks, 
$990, $11.00, $12.50, $21.00 per doz.: 
3-tine hay forks with 5 ft. handles 
$9.50 and $11.75 per doz.; 10-tine seed 
forks, $27.00 per doz.; 12-tine seed 
forks. $30.50 per doz.; 10-tine coke 
forks, $27.50 per doz.: 12-tine coke 
for's, $39.50 per doz.: &-tine stone 
forks, $21.50 per doz.; 10-tine stone 
forks, $96.75 ner doz.; 12-tine stone 
forks, $31.00 per doz. 


item 
No 


GALVANIZED WARE. — This 
continues moving in good volume. 
change in price. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 
No. 3, $8.40 per doz. 
8 quart galvanized pails, $1.98 per 


doz.; 10 quart, $2.24 ner doz.; 12 
quart, $2.46 per doz.: 14 quart. $2.76 
per doz.: 16 quart, $3.34 per doz. 
10 quart galvanized fire pails, round 
bottom, stenciled, $4.50; 12 quart, 
$4. per doz. 
gal. garbage cans, $6.35; 7 gal., 


$8. ria 


GAME TRAPS.—Dealers report 
creasing sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Victor No. 0, $1.10 per doz.; Victor 


10 gal., $9.25 per doz. 


in- 





No. 1, $1.40 per doz.; Victor No. 1%, 
$2.20 per doz.; Victor No. 2, $3.36 per 
doz.; Victor No. 3, $5.48 per doz. 


HAMES.—Orders are increasing. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, $4 
No. 61 Lone eS ee § 
No. 61 Hook and Ring 

Ss ee BO MOE Sos scree sees e's 
No. 31 Lone Star ....... 

No. 75 Lone Star Steel 





HANDLES.—Demand is improving and 
stocks are well filled. No change in 
price. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 1 D spade shovel and scoop 
with steel D, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cape strap 
and ferrule, $6.50 doz.; No. 1 D spad- 
ing fork handles with steel D cap 
strap and ferrule, $6.00 doz.; No. 
4% ft.. bent shovel handles, $4.00 per 
doz.; No. 1, 4% ft., bent spade han- 
dles, $3.50 per doz.; No. 1, 4% ft., 
plain manure fork handles, $2.50 per 
doz.; No. 1, 4% ft., with cap strap 
and ferrule, 0 per doz.; No. 1, 
6 ft., rake handles, $3.00 per doz. 


NAILS.—Deliveries show good volume, 
with prices steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
$3.25 per keg base. 
POST HOLE DIGGERS.—Sales are in- 
creasing. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
$14.00 and up. 


POTATO HOOKS.—Demand 
good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. ATLANTA, GA.: 

4-tine (oval or round tine), $9.50 
per doz.; 5-tine (oval or round tine). 
$12.00 ner doz.; 6-tine (oval or round 
tine), $13.00 per doz. 


PULLEYS (HAY FORK).—Demand is 


fair, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. ATLANTA, GA.: 
a 5-inch hay fork pulleys, $4.00 per 
oz. 


ROOFING.—Sales are good, with stocks 


well filled. Prices are same. 


1 ply smooth surface, $1.00 per roll: 
2 nlv smooth surface, $1.20 per roll; 
3 ply smooth surface, $1.40 per roll: 
rrean or red slate surface, $1.95 per 
roll. 


SAWS (CROSS CUT).—Demand is 
rapidly increasing. Prices steady. 
Stocks well assorted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


is fairly 


Simonds Crescent ground cross cut 
133, 324, 325: 


Nos. 13, 22, 113, 


saws. 





SKATES.—Orders are beginning to in- 
crease, and a good business is expected 


in this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.0.B. ATLANTA, GA.: 


No 5 Union roller skates. $1.75; 
No. 6, $1.75: No. 4, $1.65; No. 130, 
$2.90; No. 130L. $2.15. 

Skate keys. 30c. per doz.; extra 
wheels, 10c. extra. 

Boys’. No. W1B, $1.15; Girls’, No. 
WIG, $1.20. 


SOLDER.—Deliveries are good, with 
stocks ample. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Half and half solder, 36c. per Ib. 
Acid core solder (in 1 lb. spools), — 


per lb. Acid core solder (in 5 Ib. 
spools), 61lc. per lb. No. 4 Babbitt, 
10c. per 1b. Anti-Friction babbitt 


metal, 18c. per Ib. 


STOVE BOARDS.—Demand is increas- 
ing very rapidly. Stocks are in good 
shape. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 3 crystallized wood lined 24 x 
24, $12.25 per doz; 26 x 26, $14.60 per 
doz.; 28 x 28, $16.00 per doz.; 30 x 
30, $29.70 per doz.; 33 x 33, $23.25 per 
doz.; 36 x 36, $27.50 per doz. 

Crystallized paper lined, 24 x 24, 
$7.40 per doz.; 20 x 26, $8.10 per doz.; 
28 x 28, $9.10 per doz.; 30 x 30, $10.70 
per doz.; 32 x 32, $12.60 per doz.; 35 
x35, $15. 70 per doz. 

Mahogany or walnut wood lined, 28 
x 28, $16.96 per doz.: 30 x 30, $19.65 
per doz.; 33 x 33, $23.25 per doz.; 
36 x 36, $27.40 per doz. 


STOVE LID LIFTERS.—Demand is 
increasing very rapidly. Stocks are in 
good shape. Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILE®S, F.O.B. ATLANTA, GA.: 
No. 0S, 75c. per doz. 
STOVE PIPE DAMPERS. — Orders 
show increase, with prices steady. 


JOBBERS’ CUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per doz. 
ee ae eee er eee * = 
5% inch dampers...........-+.+- 
OE ree ise 
ee, errr rrr 2.00 


STOVE PIPE AND ELBOWS.—Sales 
are rapidly increasing. Stocks have 
been refilled. Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Per 100 jts. 
29 gage & inch pine... ...scccens $12.00 
29 gage 6 inch pipe............ 12.75 
20 mare 7 1G DIPS. «04. .50005% 15.00 
29 gage 7 x 6 inch pipe........ 16.00 
1 piece corrugated elbows, 30 
ee | Orr ras te 1.25 
1 niece corrugated elbows, 30 
Oe Re rere 1.35 
1 piece corrugated elbows, 30 
eee ee 1.95 
WELL WHEELS.—Demand is fairly 


good. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. ATLANTA, GA.: 

8 inch well wheels, $6.50 per doz.; 
10 inch well wheels, $7.50 per doz.; 
12 inch well wheels, $8.60 per doz.; 
14 inch well wheels, $9.60 per doz. 


WIRE PRODUCTS.—Demand is good, 
with stocks complete. 
quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, 
Plain Smooth Wire 
rage 


Prices firm as 


GA.: 


Black Galvanized 
Per 100 1b. Per 100 Ib. 





Barbed Wire.—Per 80-rod 
2-noint light cattle, $2.75; 2-point 
light hog, $3; 4-point heavy cattle, 
$3.75; 4-point heavy hog, $3.95. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11, 
$7.85; 1446-1214, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—‘‘T’’ galvanized 
5 ft., 55¢e. each: formed painted, 35c. 
each; “T’’ galvanized, 6%-ft., 65c. 
each; fermed painted, 45c. each; vat, ahe 
galvanized. 71%4-ft., 70c. each; formed 
painted, 50c. each: “T” galvanized, 
8-ft., 75c. each; formed painted, 55c. 
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CINCINNA TI: 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Oct. 8.—Although retailers of hardware in this dis- 
trict are complaining about a recession in demand for hardware mer- 


chandise, jobbers report that demand has been well sustained. 


In 


fact local jobbers indicate that business is better now than a montn 


ago and well ahead of the volume a year ago. 


Seasonal goods, how- 


ever, are a trifle sluggish, but staple hardware articles are tending 
to offset the natural decline in seasonal items. 

Industrial employment continues to show an increase and fac- 
tories generally appear to be busy. 

Collections are a little bit easier than last month, but dealers indi- 
cate that the situation could be improved. On the other hand, job- 
bers report that the credit situation is good and that few accounts 


run over 60 days. 


The market generally is still in a good position. 


The steady 


firmness is well refiected in the strength of prices, no changes hav- 


ing been made for several months. 


AUTOMOBILE ACCESSORIES.—Tires 
and tubes continue to show a good de- 
mand. 


JOBBERS’ QUOTATIONS TO RE- 





TAILERS, F.O.B. CINCINNATI: 
Balloon Cord Casings 
High Medium Low 
Grade Grade Grade 
$7.40 $5.95 
8.20 6.60 
¥.80 ree 
10.25 8.40 
12.30 10.10 
14.30 11.85 
14.75 ° 12.20 
High Pressure Cords 
Me 8s es P50 sta Pepe $4.50 
ne $10.00 $7.50 5.20 
MEY, Gish winaas care 10.90 8.90 
SRA 14.20 11.50 9.50 
vsx4%_ ........ 20.00 15.60 12.85 
Balloon Inner Tubes 
SS ae $1.50 $1.29 
 , Oe 1.60 1.40 
Co eee 1.75 1,52 
See 1.80 1.56 
ee 2.05 1.84 
Pk oe 2.40 2.16 
i) 2 2.50 2.30 
High Pressure Tubes 
AAA pitas $0.90 
ee $1.40 1.19 
BMS, 8a ceeunnss 1.60 1.41 
 , Sere er 1.70 1.49 
are 1.80 1.56 


These prices subject to discount ot 
7% per cent on tires and 10 per cent 
on tubes. 

Poiisning cloths.—Blue Ribbon (re- 
tail 25c.), $1.80 a dozen. Lastic (re- 
tail 50c), $3.60 a dozen. Kozak (retail 
$1.00), $7.20 a dozen. 

Polish.—HLF auto polish, % pint, 
50c.; 1 pt., $1; 1 qt., $1.50. 40 per 
cent off: Duco auto polish, 6 0z., 50c.; 
1 pt., $1; 1 qt., $1.50, 34344 per cent 
off. 


BOLTS AND NUTS.—Demand con- 
tinues at a fair rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Cut thread carriage and machine 
boits, 60 per cent off tst; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent 
off list. 








BOYS’ WAGONS.—Dealers 
to stock this item. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 8dc. each; grey- 
houid wo. 453, $3.10 each; greyhound 
No. 493, $2.80 each; greyhound No. 
497, $3.75 each; greyhound No. 69:, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


CROQUET SETS.—Interest 
item is receding rapidly. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
No. 05, four-ball set, $1.25; No. 10, 
six-ball set. $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


DENATURED ALCOHOL AND ANTI- 
FREEZE MIXTURES.—W hile the 
early rush has settled a little, the de- 
mand continues to be brisk. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Denatured alcohol in from 1 to 4 
drum lots, 6lc. a gallon; in from 5 to 
9 drum lots, 59c. a gailon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 72c. a gallon; in cases of 10 gal- 
lon lots, 7lc. a gallon. 


in this 


Note.—The above prices are for 
August, September and October de- 
liveries. For November’ delivery 


there is an added charge of lic. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 

Eveready Prestone.—i% gal. cans, 
4 to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; 1 gal. cans, 
6 to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; % gal. cans, 
12 to case, broken cases, $4.00 a gal.; 
full cases, $3.80 a gal. 

Ilvo.—In one gallon cans, $1.85 a 
gal.; in 2 gallon cans, 3% gallon 
cans, 30 gallon and 50 gallon drums, 
$1.80 a gal. 


BUILDERS’ 
is still fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Sash Weights.—Sash Weights, $1.75 
per doz. 

Inside Sets.—Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, l4c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


FIRE SHOVELS.—Advent of cooler 


HARDWARE.—Demand 


continue | weather has strengthened the demand 
| slightly. 











Jobbers Reportir.g Business Improvement. 


Healthy General Market. Prices Firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


No. 80, 50c.; No. 54, 70c.; No. 56, 
80c.; No. 56 Galvanized, 85c.; Never- 
break, 16 inch, $4.55. 


FLASHLIGHT BATTERIES. — Sales 
‘volume continues at a steady rate. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 ceil tubular battery, 1léc. 
each; 3 cell tubular battery, 19%c. 
each; small or large monocells, 6%4c. 


each. 


ICE SKATES.—Demand, while fair, 
has not reached large proportions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Common, 86c. a pair; Nickle Plated, 
$1.22 a pair; Hardened runner, $2.20 
a pair; Ladies, $1.20 a pair; Hockey, 
$1.15 a pair. 


LANTERNS.—Further slight recession 
in demand is noticed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Hot Blast Lanterns.—Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$8 per doz.; O. K. lanterns, $9.25 per 
doz.; No. 2 Royal lanterns, $9.75 per 
doz. 

Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 
Junior brass nickel plated, $20 per 
doz.; Little Wizard, $8.50 per doz. ; 


Little Giant, $11 per doz.; No. 2 


Blizzard, $13 per doz.; No. 2 D-Lite, 
$13 per doz. 
Wagon Lanterns.—Junior Wagon 


with bull's eye lens, $17.25 per doz, 
Mill Lanterns. — Watchman’s_ mill 
lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 2 
Blizzard mill lanterns, $39 per doz. 
Wall Lanterns.—No. 15, $35 per 
doz.; No. 25, $37 per doz.; No. 30, $37 
per doz.; No. 60, $9 each. 


Platform lLanterns.—Imperial, $15 
each; No. 1 Climax, $5.50 each; No. 
2, 36 each; Nos. 1 and 2 Climax 
Nested, $11.50 each. 

Display Stand and Assortment 
Lanterns.—No. 26 display stand, $4 


each; No. 26 display stand and as- 
sortment (12 lanterns), $14 each. 

Note.—A special allowance of 25c. 
per doz. is made on shipments of 3 
doz. or more. 


MOPS.—There is no change in this 
item. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Betty Bright self-wringing mop No. 
10, $8 per doz.; Betty Bright self- 
wringing mop head No. 20, $4 per 
doz. 


NAILS.—Sales volume is fairly good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.85 per keg. 


PYREX WARE.—Interest in this item 
is being sustained. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 
Square Casseroles.—No. 
each. 


653, 


$1.17 
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Oval Casseroles.—No. 632, $1 each; tubes, $1.25 each; MX201B general head brass screws, 40 and 5 off list; 
No. 633, $1.17 each; No. 634, $1.33 purpose tubes, $2.50 each; MX200A bright wire goods, 85, 20 and 5 off 
each. detector tubes, $3.50 each; MxX240 list. 
ogg ln Pe gga lg EE powuc suuplitines, Gas cach: MRTTLA. 
"wh; No. 208, 50c. sach; No. R The . 2d | ; 2 . = . 
gg be — Bp Pie eo Hy power amplifiers, $2.25 each; MX280 SLEDS Dealers idee displaying 
73c. each. full wave rectifiers, $3 each; MX281 little more interest in this item. 
. - , ° half wave rectifiers, $7.25 each; 
“Round Pudding Dishes.—No. 021, MX226 amplifiers, $1.75 each; MY227 JOBBERS’ QUOTATIONS TO RE- 
ate. eh: — a = No. 023, detectors, $2.50 each. TAILERS, F.0.B. CINCINNATI: 
eae eee em 2 eres res a These prices are subject to 50 per ing.—32 i : Z.3 
Square Pudding Dishes.—No. 053, cent discount on Marathon tubes and gee Pp ee ge 


67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
14, $1 each. 


PAINT :SUPPLIES.—Demand is fair. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
79c. per gal.; turpentine, in 2 barrel 
lots, 63c. per gal.; white and red lead 
in 500 lb. kegs, 13%4c. per Ib.; less 10 
per cent. 


RADIO BATTERIES.—The interest in 
B batteries continues at a steady rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Net price Net price 


each each 

less unit in unit 
Stock No. pkg. pkg. 
Super B bat., No. 2138. $3.20 $2.97 
Super B bat., No. 22308. 2.22 2.06 
B batteries, No. 10308... 2.81 2.63 
B batteries, No. 2308... 1.88 1.75 
B batteries, No. 5308... 1.88 1.75 
B batteries, No. 2158... 1.31 1.22 
B batteries, No. 2156... 1.31 1.22 
C batteries, No. 2370... .38 35 

A batteries, No. 6...... .40 351% 
Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 


packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—A slight increase in 
demand is noticed as the weather turns 
cooler. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


MX199 general purpose tubes, $2 
each; MV199 several purposes tubes, 
$2 each; MX201A_ general purpose 





40 per cent discount on Arcturus and 
Everready Raytheon tubes. 


ROLLER SKATES.—Sales volume 
receding. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


ROOFING MATERIAL.—Demand con- 


tinues to be good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Roofing Paper.—Light, standard, 
85c.; medium standard, $1; heavy 
standard, $1.20; Light Holdfast, $1; 
Medium Holdfast, $1.35; Heavy Hold- 
fast, $1.60; K red and green slate 
surface, $1.80. 

Roofing Coating.—Coal tar, refined, 
Ib., 12%c.; in 5 Ib. cans, 914c. per Ib.; 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 12%.; in 5 lb. cans, 9%c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, 8%c. per Ib.; in 10 Ib. cans, 6 
cans to the box, 7\4c. per Ib. 


SCREWS.—With building operations 


a trifle better, sales volume is god. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Flat head bright screws, 50, 10 and 
10 off list; flat head blued screws, 50. 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 





36 inch, $14.00 a doz.; 40 inch, $19.50 
a doz.; 45 inch, $21.20 a doz.; 51 inch, 
$25.20 a doz.; all prices quoted are 
net. 
; Flexible Flyers.—3%%4 per cent off 
ist. 


STOVE PIPE.—Shipments are going 
forward and demand continues to be 


good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Security Pipe.—28 gauge Blue, 6 
inch, $14.20 for 100 joints; 28 gauge 
polished 6 inch, $20.00 for 100 joints. 

Security Elbows.—28 gauge Blue, 6 
inch, $1.50 a doz.; 28 gauge polished 
6 inch, $2.30 a doz. 


VENTILATORS.—Sales records 
cate a good demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 


Deflector, 8 x 37, $2.65 a doz.; 11 
x 37, $3.70 a doz. 

Diamond E, No. 02, $4.80 a doz.; 
No. 2, $5.60 a doz.; No. 3, 40 a 
doz.; No. 4, $7.60 a doz. 


WEATHER Strip.—Sales volume con- 


tinues to be good. 


JOBBERS’ QUOTATIONS TO RE 
TAILERS, F.O.B. CINCINNATI: 


Wood and Rubber.—No. 0, $16.40 
for 1000 feet; No. 1, $16.40 for 1000 
ft.; No. 1%, $18.30 for 1000 ft.: No. 


2, $21.00 for 1000 ft.; No. 7, $38.75 
71, $17.25 for 


for 1000 feet. 
Wood and Felt.—-No. 
1000 feet; No. 71%. $24.25 for 1000 
feet; No. 75, $39.50 for 1000 ft. 
Nu Strip.—In 500 foot reels, $15.75 
for 1000 feet. 
Dust Seal.—In 
for 1000 feet. 
Heat Seal.—In 500 foot reels, $31.00 
for 1000 feet. 


500 foot reels, $26.75 


SAYINGS OF A SOLEMN ONE 


There is always some camel waiting for the last straw 


to break his back. 


Chase success and it’s sure to follow you. 


A step in the right direction—putting the best foot 


forward. 


Thick skulls do not always contain the most skill. 


When you are looking for them it is especially nice to 


meet your friends. 


The inexperienced man soon has plenty of “experi- 


ences.” 


Let the women have the last word—if it’s a kind one. 


Move along with the world—or it will move along 


without you. 


It’s a poor way to sow kindness with the needle of 
regret. 


Vanity in ourselves is called over-confidence, in others 


foolish pride. 


Still water runs deep; water that is too still smells. 


Politics soon buries its own dead. 


Pity has no safety valves or steam gages. 


The man who counts his friends on his fingers keeps 
them off his toes. 


The time to remember what to do is just before you 


forget it. 


In fancy 
see in fancy. 


stances. 


we live over again our infancy which we 


The more booze some men drink the more it makes 
their eyes water. 


The independent man is often the victim of circum- 





indi- 
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NEW YORK: 


NEW YORK, Oct. 8.—While jobbers in the Metropolitan district are 
very busy, the orders being received continue to be, for the most part, 
small and of the “fill-in” variety. Wholesalers are a trifle disappointed 
in the current demand, due to the fact that sales in most instances are 


running a little behind last year. 


The only redeeming feature, they say, 


is the favorable outlook for some improvement in the demand for sea- 
sonable lines and holiday merchandise, which is expected as the Fall 
season becomes farther advanced and the first cold snap registers. 
Orders for window ventilators, electric heaters, stove goods, lawn 
fence, cutlery, furnace scoops, fireplace furniture, juvenile vehicles, 
Xmas tree lights, and bridge furniture, are fairly urgent and numerous. 
Local jobbers express the opinion that fewer new hardware stores 
are being established at this time, than during the corresponding period 
of last year. The credit situation is reported as somewhat improved, 
with the majority of hardware merchants meeting their obligations 


more promptly. 


Prices are practically unchanged, with a firm general tendency con- 
tinuing to prevail. Attention is called to the lower price now being 
quoted on rural mail boxes, which appears in the following compilation 
of current prices.. Rumors continue to circulate in this market to the 
effect that price concessions are being granted on established nail 
prices, in scattered instances, where the order involved is of sufficient 


size to encourage price cutting. 





ASH SIFTERS.—Demand is moderate, in. diameter, 30 and 10 per cent off 


| list. 


prices. are steady and stocks are com- Stepbolts, 50 per cent off list. 


plete. The first cold spell will stimu- 


late the demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Rotary galvanized ash sifters, $2.00 
each. 
In lots of 12 or more, $22.50 per 
dozen. 


sible for an improved demand for this 
line, as many people are preparing to 
pass a pleasant evening at the card 
table. Prices are steady, and no price 


BATHROOM FIXTURES, CHINA.— changes are anticipated. Stocks are in 
Washable fixtures, in colors especially | satisfactory shape. 
are in active demand. Prices are steady JOBBERS’ QUOTATIONS TO RE- 


and wholesale stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

“Evercilean” China Fixtures.—No. 
101. Toothbrush and Paste Holder, 
list, each, white, 45c., colors, T5c.; 
No. 103. Soap Holder, list, each, 
white,, 45c., colors, 75c.; No. 104. 
Toilet Paper Holder, list, each, white, 
45e., colors, 75c.; No. 106. Towel 
Rack, opal glass bar, % in. x 24 in., 
list, each, white, $1, colors, 91.25. 
Dealers’ Discount, 33% per cent off 
list prices quoted above. 

“Jewel’’ China Fixtures. — No. 301. 
Toothbrush and Paste Holder, list, 
each, white, $1., colors, $1.25; No. 
303. Soap Holder, list, each, white, 
$1, colors, $1.25; No. 404. Toilet Pa- 
per Holder, list, each, white, $1, col- 
ors, $1.25; No. 306 Towel Rack, Sq. 
wood, pyrolin covered bar, % in. x 30 
in., list, each, white, $2.50, colors, 
$3.00. No. 159. Strop Hooks, list, each, 
white, 10c., colors, 15c.; No. 160. 
Double Coat and Hat Hooks, list, 
each, white, 10c., colors, 15c.; “Screw 
On” Towel Racks, any _ standard 
color, round wood bar, % in. x 18 in., 
list, per gross, $72.00. Dealers’ Dis- 
count 33% per cent off list prices 
quoted above. 


TAILERS, F.0O.B. NEW YORK: 

Bridge tables, Trump, mahogany, 
green and red, $1.40 each. Queen 
De Luxe, red and green, $2.80 each; 
Queen Supreme, mahogany, green 
and red, $4.00 each. 

Bridge chairs, packed in cartons of 
| four and sold only in that quantity. 
No. 10, mahogany, green and red, 
| $1.75 per chair; No. 30, red and 
green, $2.65 per chair; No. 40, ma- 
hogany, green and red, $4.50 per 
chair. 





BUTTS.—Demand is normal and prices 
are firm. Stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Steel butts, 3 by 3 and 31% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 by 4, 241% cents per pair in less 
than case lots, and 23 cents per pair 
in case lots. 


CHRISTMAS TREE LIGHTS.—Some 
orders for this holiday item have al- 
ready been shipped to dealers. Future 
orders are still being booked and busi- 
ness is satisfactory. Prices are firm, 


BOLTS AND NUTS.—Sales volume is | 224 present stocks are declared of 
very satisfactory in this line. Prices | @mple size. 


are firm and stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Carriage bolts and lag screws, % 
by 6 and smaller, 60 per cent off list. 
Larger, 50 and 10 percent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts. % by 6 and smaller, 
60 per cent off list; larger to 1 by 30, 
50 and 10 per cent off list; 14 to 1% 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Propp sets, No. 842, 85c.; No. 830, 
$1.16; No. 83, $1.43; No. 73, $2.15; No. 
72, $2.43; No. 3020, $1.73; No. 3000, 
$1.48; No. 306, 87c.; No. 305, 87c. and 
_ 310, $1.38. Prices are each and 
net. 

Noma outfits, No. 3500, $3.94: No. 
116, $4.54, and No. 1600, $3.00. Prices 
are each and net. 








Active Trade in Seasonable Lines Is Feature 


—Demand and Prices Are Unchanged 


Christmas tree lamps, No. 77, 
Mazda assortment (100 in set), $6.90; 
No. 78, Mazda lamps, 10 in a box, in 
following colors, red, blue, green, 
orange, opal, pink, yellow and purple, 
10 to 100, $7.10 per 100; 100 or more, 
$6.90 per 100. 


CLOCKS.—Demand is active and of 
healthy size. Stocks are unbroken, 
and no price changes are expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks; America, $1.05; 
America, luminous, $1.58; Sleep- 
Meter, $1.40; Sleep-Meter, luminous, 
$2.10; Ben Hur, $1.76; Ben Hur, lumi- 
nous, $2.46; Big Ben, $2.29; Big Ben, 
luminous, $3.16; Big Ben De Luxe 
$2.64; Big Ben De Luxe, luminous, 
$3.52; Baby Ben, $2.29; Baby Ben, 
luminous, $3.16; Baby Ben De Luxe, 
(any finish), $2.64; Baby Ben De 
Luxe, luminous, $3.52; Tiny Tim (any 
finish), $1.50. Prices are each and 
net, 

Auto clocks, plain dial, $1.50 each; 
luminous dial, $2.10 each. 

Watches Pocket Ben, $1.05 each; 
Pocket Ben, luminous, $1.58 each. 

Extras on alarm clocks in lots of 
two dozen, 2% per cent; on lots of 
six dozen or more, 5 per cent. 


FIREPLACE FURNITURE.—tThe first 
real cold spell is expected to accelerate 
the calls for this line. Early business 
has been promising. Prices are firm 


| and stocks are complete. 


BRIDGE FURNITURE.—The approach | 
of the long, winter nights is respon- | 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Andirons, block finish, $2.50 to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair; Flemish, 5 
$11.55 per pair; Swedish, $5.75 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass. balls, $6.75; 
Flemish, $7.65 to $9 per set: Burnt 
antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 

Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark guard, black finish, $4.15 
each. 

Fire screens, black finish, $5.65 
each: Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


GARAGE SETS.—Sales are a little 
more active as car owners are remodel- 
ing their garages for the coming winter 
months. Stocks are in good shape and 
prices remain unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Garage sets, $2.40 per set; for six 
or more, $2.10 per set. Garage door 
holders, $1.75 per pair; for six or 
more, $1.60 per set. 


ICE SKATES.—Only moderate activity 
is noted, as it is too early for a genuine 
demand to register. Prices remain un- 
changed and stocks are heavy and com- 
plete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Union ice skates, hockey outfits, 
men’s No. 90, $5.2 No. 280, $6.00; 
ladies’ No. 90L, $5.25, and No. 290L, 
$6.00. 

facing outfits, men’s No. 95, $5.25, 
and No. 925, $6.00; ladies’, No. 95L, 
$5.25; and No. 295L, $6.00. 

Club outfits, mén’s, No. 212, $3.75, 
and ladies’, No. 213, $3.75. 

Professional hockey outfits, men’s, 
No. 390, $6.65. 

These prices are net per pair. 
Men’s shoe sizes in all cases are from 
4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 9. 
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JUVENILE VEHICLES.—A very good 
demand is reported for this line. Some 
dealers are placing fairly heavy orders, 
preparing for their immediate needs 
and for the holiday demand later. Un- 
changed prices prevail and stocks are 
adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 6, 
17c. each, and No. ’9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each, in lots of 12 or more, 50c. 
each; No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
31%c. each; Little Jewel, 8314c, each; 
and Bissel Junior, 1.331%. each. 

Velocipedes, No. 840, $5.95; No. 841, 


$6.55; No. 842, .. 90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, 70 


Sidewalk cycles, No. 800, $9.40; No. 


910, $10.65 each; No. , $17.50, and 
No. 932, $17.50 each, 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 00, 
$1.60; No. 216, $3.35; No. 222, $3. 90, 
and No. 232, $6.50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 


are each and net. 


LADDERS.—A fairly active demand 
is reported. Stocks are of ample size 
and prices are without change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Spruce ladders, 3 to 10 feet, stand- 
ard grade 25 cents per foot. Com- 
petitive grade 23 cents per foot. 

LINSEED OIL.—Prices were _ with- 
drawn about three weeks ago, and the 
new prices have not, as yet, been made 
available. A shortage of Argentine 
flax is reputed to make further price 
advances likely in the near future. 
Wholesalers are only quoting prices on 
request. 


MAIL BOXES, RURAL.—At press 
time the HARDWARE AGE learned that 
certain hardware dealers were meeting 
mail order house competition on the 
new Government approved R.F.D. mail 
box, No. 2, by retailing this item at 
$2.95 each. In view of the previous 
wholesale price of $3.50 each net f.o.b. 
New York, an investigation was start- 
ed. Obviously at a loss, several leading 
local wholesalers are quoting the trade 
at $2.50 each, in order that retailers in 
the Metropolitan area may meet with- 
out loss on their part the well known 
competition on this active item by the 
mail order firms. 


NAILS.—Sales are about normal. Some 
rumors of price cutting continue to 
circulate in the local market. 


JOBBERS’ et. a. RE- 
TAILERS, F.O 

Wire nails, p Pie ar — ‘York 
Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, 
Brooklyn, Queens, New Jersey and 
Staten Island is $3.45 per keg, in lots 
of 10 kegs or more, $3.35, in West- 
chester County, $3.55 per keg, and in 
lots of 10 kegs or more, $3.45 per 
keg. In Nassau and Suffolk Coun- 
ties, $3.60 per keg, and for lots of 10 
kegs or more, $3.50 per keg. 


RADIATOR SHIELDS.—Improvement 
is expected with the first indications 
of colder weather. Current demand is 
fair. Complete stocks are available 
and steady prices prevail. 





JOBBERS’ ag apt he ge # ae. RE- 
TAILERS, F.O.B. NEW 
Gem Adjustable cians aie 
with Water Pan Humidifier 


Gold Bar Walnut 
Aluminum Mahogany Ivory 
Each Each Each 
No. 1W . $3.50 $4.20 $3.85 
No. 1AW .. 3.85 4.55 4.20 
No. 2W .... 3.85 4.55 4.20 
No. 3W .... 4.20 4.90 4.55 
No. 4W .... 4.20 5.25 4.90 
No. 5W .... 4.55 5.60 5.25 
No. 6W .... 4.90 6.30 5.60 
No. 6BW .. 4.90 6.30 5.60 
No. 7W .... 5.25 6.65 5.95 
No. 8W . 5.60 7.00 6.30 


ROLLER SKATES.—Current demand 
is moderate, prices are unchanged and 
stocks are ample. 


JOBBERS’ ay ain th ge BL RE- 
TAILERS, F.O.B. Yo 


Roller deaten, Hie peed <a 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 


2 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 


Chicago line, No. 181, $2.65; No. 
183. $2.75; No. 185, $2. 15: No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 
SCREWS.—Sales are normal, stocks 


are complete and prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. NEW YORK: 
Wood screws, flat head, bright 
iron, 40-10-10; round head, blue, 40- 


10-10; round head, iron, nickel p'at- 
ed, 27%-10-10; flat head, galvanized, 
20-10-10; flat head, brass, 3214-10-10; 
round head, brass, 2714-10-10. These 
discounts apply to new standard 
screw lists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-74% per cent discount. 


SLEDS.—A satisfactory business in 
future orders is reported. Prices are 
unchanged and stocks are unbroken. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW, YORK: 

Flexible Flyers, No. 1, $2.50; No. 
2, $3.1634; No. 8, $4.00; No. 4, $4. 33%; 
No. 5, eHity Jr. Racer, $3.50, and 
4.3344. 

ire Fly, No. 9, $1.14; No. 10, 
$1.36%,; No. 11, $1.71; No. 12, $1.93%, 
and Racer, $1.98. 

Allen sled backs, No. 1, $1.00 each. 

Perfection adjustable sled back, 
No. 10, $1.06 each. 


STOVE GOODS.—Current demand is 
showing improvement. Prices quoted 
are expected to hold for the season and 
ample stocks are available. 


JOBBERS’ yn TO RE- 
TAILERS, F.O.B. NEW YORK: 
ew PRICES ARE EACH AND 

Stove pipe, black iron, 28 gage, 12 
lengths in a bundle, 4 in., 12c. 
in., 13%c.; 5 in., 15c.; 5% in., 16%c.; 
and 6 in. -» 19¢c. 

Stove pipe elbows, black iron, 28 
gage, 12 in a bundle, 4 in., 15c.; 4 
in., 15%6c.; 5 in., 16c.; 5% in., 17c. 
and 6 in., 18c. 

Pipe dampers, cast iron, wood han- 
dle, 4 in., 9%c.; 4% in., os © Oi. 

c.; 5% in., 11l¢e.; 6 in., 11% c.; 7 in., 
16%c. and 8 in., 26%c. 

Flue stops, tin rim, lacquered, dia- 
meter, 8 3/16 in., 12 in a box, 6%c. 

Stove pipe a tin, lacquered, 
12 in a package, 4 i 3%%c.; 
3%c.; 5 in.. 316¢c.; Bik e., 
6 in., 4 7/12¢. and 7 in., 

Stove pipe wire, kay ‘tron wire, 
50 feet in a box, 12 boxes in a carton, 





19 gage wire, 40c. per carton and 18 
gage wire, 45c. per carton. 

Stove lifter, nickel plates, Erg 
spiral loop handle, 12 in a box, 6%c. 
each net. Stove pokers, nickel plated, 
cold spiral handle, 12 in a box, 4% x 
18 in., 64%4c. each; = 24 in., ie. 
each. Never Break poker, 19c. each. 

Furnace pokers, wrought iron, 3 ft., 
sie 4 ft., 84c.; 5 ft., $1.00 and 6 ft., 
1.16. 

Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Fire shovels, japanned, round han- 
dle, in a bundle, 8 in. handle, 
5%4c.; 12 in. handle, 6c.; ; 15 in. handle, 
9c. Galvanized, one piece —, round 
handle, 3 in a bundle, 12 in. handle, 
7c.; 14% in. handle, lic.; — 
heavy, japanned, scoop, 6 x in., 
round handle, capped end, 3514 in., 
overall, 3 in a bundle, 11%c.; Never 
Break, 6 in a bundle, 38c. 

Stove yn 30 x 36 in., $1.43; 30 


x 42 in., $1. 18 x 18 in., 60c.; 24 x 
34 in., 73e.; : 8 x 26 in., 80c; 28 x 28 
in., 90c.; 30 x 30 in., $1.05: 32 x 32 


in., $1.25, and 35 x 35 in., $1.55. 


TIRES & TUBES.—Demand is only 
moderate. Prices are unchanged. 
JOBBERS’ QUOTATIONS, bed RE- 


TAILERS, F.O 


Mansfield sg By +d Ms aseny te, 


29 x 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8.25; —s $1. 60; 29 x 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90; 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $1 653 tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 
5.25, $11.10; tubes, $1.85; 30 x _ 5.25, 


; tubes, $2.00; 31 x 5.25, $12.35; 
tubes, $2.05; 29 x 5.50, $12. 65; tubes, 


$2.25. 

Same, 6 ply, 31 x 5.25, $14.70; tubes, 
5; =... $2.35; 
tubes, $2.2  } 
6.00, $16.65; tubes, $2.30; 32 ‘ 6.00, 
$16.96; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 

Prices in all instances are each. 


VENTILATORS. — Cool weather has 
stimulated the demand for this line. 
Prices are steady and_ unchanged. 
Stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Continental ventilators, De-Felkt- 
Air (metal center), No. 62, $2.53; No. 
87, $2.80; No. 88, $4.00, and No. 117, 
$4.00. These prices are NET PER 
DOZEN 


Continental wood frame _ ventila- 
tors. J 0. 836, $2.15; No. 923, $2.15; 
2.35; No. ag $4.00; No. 959, 
1537, $3.65, and No. 1549 
es prices are NET PER 


cloth 
ventilators, No. 833, $2.65; No. mae 
$3.00; No. 845, $4.00; No. 1137, $3. 
No. 1145, 4.65; No. 1437, $5.35; cad 
No. 1445, $6.00. These prices are 
NET PER DOZEN. 

Diamond E _ ventilators, No. 01, 
$4.36: No. 02, ae No. 03, $5.58; No 
a. $5.20: No. 2, $5.60; No. 3, $6.39; 
No. 4, $7.59; No. . $8. 40. Prices are 
NET PER DOZEN 

Diamond EB ventilators, bathroom 
size, No. 01B, $3.60; No. 1B, $4.41. 
Prices are NET PER DOZEN 

Liberty all steel louver ventilators, 
No. 33L, $4.50, and No. 387L, 00. 
Prices are NET PER DOZEN. 

Wurldsbest window ventilators, No. 
2, $1.75; No. 3, $2.00; No. 4, $2.50; 
No. 5A, $3.00; No. 6A, $4.00; No. 6B, 
$4.50, and No. 6C, $5.00. These prices 
are LIST EACH and subject to a 
dealer’s discount of 33% per cent. 


WEATHERSTRIP.—This line is moving 
in increased activity, with the cooler 
weather now prevailing. No price 
changes are expected. Adequate stocks 
are available. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Weatherstrip Home Comfort ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weatherstrip, 60 cents per 
carton. ool weatherstrip, No. 25, 
80 cents per carton, and No. 175, 
$2.00 per carton. 


aN. 


Continental metal frame, 
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S| N New England Shelf Hardware Jobbers Again Report 
BO © ; Sales Running Ahead of Those for 1928 


Boston Office of HARDWARE AGE. 

BOSTON, Oct. 8.—Shelf hardware jobbing sales figures for Sep- 
tember are now available and they show a sizable increase not only 
in the volume of goods sold but in profit as well as compared with 
those for the corresponding month last year. Part of the increase 
can, of course, be ascribed to the fact that the number of local job- 
bing houses has been reduced one and remaining houses naturally 
have profited thereby. But the fact remains that retail dealers 
in general are buying more merchandising and making more numer- 
ous sales than was the case a year ago. As one Boston jobbing 
house puts it: “There is no question but what the retail hardware 
trade is more alive and more inclined to buy merchandise than it 
has been in many years.” 

Retail buying embraces a wide variety of merchandise, for imme- 
diate and future resale. It is keenly alive to every “special” put out 
by jobbers, to every extra discount or gift offered by manufacturers 
for quantity lots and to new goods. For the first time this season 
retail buying of sleds, winter sports and kindred merchandise is of 
sizable proportions. In addition, there is a large amount of heater 
and associated merchandise such as stove pipe, stove boards, coal 
hods, etc., as well as storm window and door goods moving out of 
jobbers’ stocks each day. Collections are improving with sales and 
the general credit situation is considered more healthy than it has 
been in a long time. 


AUTOMOBILE ACCESSORIES.—Busi- 28 x £25, $6.75; 29 x ge ge 30 x 

: : 5.25, hos x 5.25, $7. One to nine 
ness in tires and tubes appears to have pair, discount 30 per cent; 10 to 49 
picked up some since last reports. pair in one shipment, 35 per cent 


discount; 50 pair in one shipment, 40 
per cent discount. 
BUILDERS’ HARDWARE.—Although 
construction in New England shows a 
falling off as compared with a year 
ago, hardware stores are disposing of 
a lot of builders’ hardware. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Lock Sets.— Haven design, No. 


Hardware dealers are having less 
trouble in competing with chain store 
low-priced tires because of the co- 
operation from manufacturers. Socket 
wrenches are enjoying a rather broad 
market, according to jobbers. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. BOSTON: 
Tires.—Mansfield line, heavy duty, 

straight side, clincher cord, 30 x 3% 


in., $5 each; 31 x 4 in., $8.45; 32 x 11248H2, $7.20 each net; No. 11248%4- 
in., $9.05; 33 x 4 in., $9.50; 32 x 4% H2, $6.50; No. et $2.20; No: 
in., $15.55; 33 x 5 in., $21.15; 35 x 5 0122H2, $3.12; No. 712 $1.75; N 


n., $22.70. Discount 10 per cent. Oise ria $3; No. 


Tires.—Mansfield lines, balloons, 29 


731B1, $7.20; No. 
71221%4B4, $1.50. 


x spt a $5.65; 29 x 4.50-21, $6.30; Butts.—Steel, loose pin, 2 x 2 in., 
29 x 4. 5-20, $7. 50; 29 x 4.75- 21, $7.80; $18.15 per 100 pair net, 2% x 2% in., 
29 x é:b0- 22, $9.70; 29 x 5.25-20, $9.55: $18.30; 3 x 3 in., $18.50; 3% x 3% in., 
29 x 5.25-21, $9 85. Discount 10 per $18.75; 4 x 4 in., $24.75; 4% x 4% in., 
cent. $52.15. In case lots, one size and one 


finish, 3 x 3 in. and 3% x 3% in., 16c. 
per pair net. 
CONDUCTOR PIPE.—Retailers are se- 
curing their share of conductor pipe 
business and in turn are replenishing 
stocks. Retailers are conservative in 


Tires.—Mansfield line, balloon, six 
ply, 30 x 4.50-21, $11.05 each list; 30 
x 5.25-20, $14.30; 30 x 5.50-20, $16.15; 
35 x 6.00-23, $19. Discount 7% per 
cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.00 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 


| FLASHLIGHTS AND BATTERIES.— 
| With the shortening of the daylight 
| hours there is a natural quickening in 
the demand for flashlights and batter- 
ies. The average retail dealer is buy- 
ing with more of an idea to variety 
than to quantity, yet aggregate weekly 
jobbing sales are quite satisfactory. 


JOBBERS’ Fy it te od TO RE- 
TAILERS, F.0O.B. BOST 

Flashlights.—No. 2602, yo each 
net; No. 2604, 49c.; No. 2612, 94c.; 
No. 2616, 84c.; No. 2619, i 
2660, 68c.; No. 2671, 84c.; No. 2672 


$1.43; No. 2674, $1.75; No. ‘9694, $2.60; 
No. 2695, $2.28; No. 2697, $1. 17; No. 
2642, $2.08; No. 2644, $2.40; No. 2645, 


$2.92; No. 6993, $1.17. 
Flashlights.—Colored, No. 2602, old 
rose, green blue, 62c. each net; No. 
2605, blue, red, green and black, 62c.; 
No. 2671, red, green and blue, 84c. 
Assortments.—No. 1, $3.85 per as- 
sortment net: No. 6, $4.82; No. 71, 


$5.04. 

Units.—No. 94, $2.93 each net; No. 
16, $5.05. 

Batteries.—Eveready, unit cells, 
No. 935, 64c. each net; No. 950, 6%4c.; 
No. 705, 191%4c.; No. 790, 13c.; No. 791, 
13c.;_ No. 700, 18¢c.; No. 703, 19%c.; 
No. 706, 13c.; No. 734, 40c.; No. 750, 


3c.; No. 751, 194éc. 


FOOTBALLS.—The movement of foot- 
balls out of jobbers’ stocks so far this 
season has run slightly in excess of 
that for 1928. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Footballs.—Reach, No. 5S, $1.70 
each net; American Rugby, No. 5SV, 
$2.70: The College, No. 5P, $3.35; Reg- 
ulation, No. V5, $4. Fox Rugby, No. 
125, $8 per doz. net; No. B21, $8. 

Bladders.—No. 1590, size 4, $2.75 
per doz. net; No. 1591, size 5, $3.25. 

FREEZERS.— The White Mountain 
freezer manufacturers have issued new 
price lists for next season. These lists 
show no material change in prices, but 
the discount is now 50 per cent, con- 
trasted with 40 and 10 per cent here- 
tofore. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
White Mountain Freezers.—2 qt., 


$5.65 each; 3 qt., $6.75 each; 4 at., 
$8.25 each; 6 gt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are sub- 


ject to dealers’ discount of 50 per 


cent. 
FRUIT PRESSES.—Fruit presses have 
and are selling well. Some jobbers 
have sold more this season than ever 
before, but others cannot claim this 
distinction. 








10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
earton, 30 x 4.75-21, $9. 90 per carton 
list; 31 x 5.06. 21, $10.50; 30 x 5.25- 


ay" $11.40; 29 x 5.50, $12.90; 30 x 
‘- > $13.50; 30 x 6.00-18, $12.90 
6.00-19, | $13 32 x_ 6.00-20 


313, 30; 33 x 6.50-21, $16.50. Discount 

10 per cent. In less than carton lots 

10c. per tube should be added to the 
— 

Tire Chains.—30 x 314, $4.50 a pair 

, $5.50; 32 x 4, $5.50; 33 x 

32 x 4%, $6.25; 7 x 4%, 

$6.50; 34 x 4%, $6.75; 33 x 5, $7.50; 

4 ; $8. _ Balloon, 27 


4 4.95, $5.50; 30 3 
4.95, $6; ay x 4.95, $6.25; 32 x 4.95, 
$6.25; 33 x 4.95, $6.50; 34 x 4.95, $6.75; 





ordering, however. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Conductor Pipe.—Steel, 28 gage, 2 
in., in lots of 250 ft., 18c. per ft. list; 
3 in., 20c. Discount, 60 and 15 per 
cent. Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount, 45 and 10 per cent. 
Sheet steel, 28 gage, 2 in., 18c.; 3 in., 
20c. Discount 75 per cent. Higher 
prices are asked for smaller lots. 

Elbows.—Round, corrugated steel 
28 gage, No. 2, 2 in., 30c. each list in 
lots of 300; 3 in., 35c. No. 3, 2 in, 
30c.; 3 in., 36c. Discount, 60 and 10 
per cent. Toncan iron, No. 2, 2 in., 
40c. each list in lots of 300; 3 in., 
48c;: No. 3, .2 in.,. 40c.;. 3: in, 38e. 
Discount, 55 per cent. Higher prices 
are asked for smaller lots. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOST “— 

Presses. aa, ruit, 4-qt., 50 
net; 6-qt., $4.25; 12-qt., $6. 


each 


GLOVES.—Those retailers who previ- 
ously did not cover their cotton glove 
requirements are doing so now. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Gloves.—Cotton, with Jersey wrists, 
No. 402, $2 per doz. net; No. 402B, 
$1.90; No. 403, $2; No. 410, 5. 
With flannel wrists, No. 839, $1.25 
per doz. net; No. 641, $1.44; No. 642, 
$1.75; No. 873, $2.20. With leather 
front, knit wristers, No. 322C, $4.50 


per doz. net; No. 213, $3.25; No. 327, 
$5. 
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HEATERS.—Cooler nights have evi- 
dently awakened retailers to the reali- 
zation that it is time to stock up for 
retail buying. Sales by jobbers ma- 
terially increased the past week. 
JOBBERS’ QUOTATIONS: TO RE- 


TAILERS, F.O.B. BOST 
Heaters.—Oil, No. so. M6. 25 each 
list; No. 525, $7.25; No. 1530, $9.25. 


Discount 30 per cent. 


Heaters.—Electric, Universal, No. 
E9927, $3.35 each net; No. E9954, 
$5.35; No. E9937, $5. Rome, $6.67. 

KITCHEN GOODS.—Those retailers 


maintaining a kitchenware department 
are stocking up fairly freely, accord- 
ing to jobbers. Indications are that 
1929 jobbing sales will exceed those of 
1928. 

JOBBERS’ QUOTATIONS. TO RE- 


TAILERS, F.O.B. BOST 
Cookers.—Presgure, Sid +m alum- 


inum, No. 1, 10 qt., $26.40 each net; 
No. 2, 15 qt., $29.60; No. 3, 20 at., 
$33.20; No. 4, 25 qt., $38.80. 
Kettles.—Aluminum, No. 732, - at., 
$2 each net; No. 733, 3 qt., $2.25; No. 
734, 4 qt., $2.63; No. 736, 6 qt., $3: No. 
738, 8 qt., $3.50; a 740, 10 at., $4.25; 
No. 742, 12 qt., $5; N sit 14 at., $6; 
No. 746, 16 qt., $6.25; No. 750, 20 qat., 
$7.80; No. 754, 24 at., i 75. Cast Iron, 
No. 1194, 4 qt., $1.33 each net; No. 
1196, 6 qt., $1.47; No. 1198, 8 qt., $1.82; 
No. 1202, 12 qt., $2.24. 
PADS (ELECTRIC).—Jobbers are 


urging retailers to cover their electric 
pad requirements. It is believed retail 
stocks are badly broken. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Pads.—Electric, Universal, 3-heat, 
No. 9194, $4 each net; No. 9940, $6: 
No. 9943, $6; single-heat, No. 9994, 

50; No. 9943, $6. Torrid, 3-heat, 


$3. 
No. 179, $4.50 each net. 


POULTRY SUPPLIES.—Sales of 
poultry supplies, especially those of 
feeders, fountains, etc., are quite sat- 
isfactory. Jobbers have reduced their 
prices on poultry wire staples 10c. per 
cwt. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Incubators.—No. 65, $18. 50 each 
list; No. 66, $39.50; No. 67, $57.75; No. 
68, $76.50; No. 69, $97.50. Discount 
30 per cent. 

Brooders.—No. 103, $26.50 each list: 
No. 104, $31.50; No. 27A, $16.75; No. 
28A, $19.50; No. 80, $17.50; No. 81, 
$18.50; No. 117 coal burner, $15.75: No. 
118, coal burner, $21; No. 119, coal 
burner, $26; electric, No. 90, $14.50: 
No. 91, $19.75; No. 92. $24.75; No. 93, 


PITTSBURGH 


$29.50. Mammoth, 
count 30 per cent. 
Staples.—Galvanized, in %-lb. pa- 
pers, $10.90 per cwt.; in %-lb. papers, 
$9.15; in 1-lb. papers, $8.40; in 10-lb. 
papers, $7.40; in 100 lb. kegs, $6.15. 


No. 40, $200. Dis- 


very well. 


buying in quantities. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOSTON: 
Pudding Dishes.—Oval, No. 032, 1, 





| qt., 57c. each net; No. 033, 1% aqt., 
| 67c.; No. 034, 2 qt., 80c. Shallow oval, 
No. 042, 1 qt., 57c.; No. 043, 1% _qt., 
67c.; No. 44, 2 qt., 80c. 
Platters.—Well and tree, No. 372, 
$2 each net. 
Custard Cup.—No. 410, 3 oz., Tc. 
each net. 
Tiles——Round, No. 723, 67c. each 
net; oval, Nos. 733 and 743, 67c.; 
square, No. 753, 67c. 


Frames.—Casserole, No. 849, to fit 
Nos. 267 or 622, $1. 08 each net; No. 
850, to fit Nos. "268 or 623, $1.25; No 
to fit Nos. 293 or 632, $1. 50; 
to fit Nos. 294 or 633, $1.75. 
Pie plate to fit No. 209, $1. 


JOBBERS’ op typ BDA oe TO RE- 
TAILERS F.O.B. BOSTON 

Roofing Paper. — Relea, smooth 
surface, heavy, $1.71 per roll net; 
extra heavy, $1.92; Apex medium, 
$1.27; Battle Axe, light, 90c., medium, 
$1.08, heavy, $1.27. Mineral surface, 
$1.71 and $1.91. 





Building Paper.—Sheathing, 30-lb. 
rolls, $1 per roll net; black, 40-Ib. 
rolls, $2; 20-lb. rolls, $1. Red rosin, 
| 20-lb. rolls, $63 per ton net; Asphalt 
| felt, $64 a ton; tarred felt paper, 
$56.20 a ton. 

Shingles.—Hexagon, three-tab, 10 
in., $3.84 per square, net; 12% in., 
$4.80. Giant, individual green, $6.65; 
colored tint, $6.90. Standard, indi- 
vidual, $5.40 per square, net. 

Roof Coating. — No-Tar-In., black, 
one-gal. containers, $1.25 each, list; 
five-gal. containers, $1.10 per gal.; 25- 
gal. containers, 80c. per gal.; 50-gal. 


Red, ‘one-gal. 
five-gal. con- 
Discount, 40 


containers, 75c. per gal. 
containers, $2 each list; 


flow through jobbing channels. 





(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Oct. 8.—Hardware business in this district continues 


seasonably active with a satisfact 


orily heavy movement of goods af- 


fected by approaching cold weather. Ventilators, register and radia- 


tor shields, coal hods and shovels, 


moving out of jobbers’ stocks in | 
are active. 


stove pipe, stoves and heaters are 
arge quantities and retailers’ sales 


Arms and loaded shells continue to be one of the most 


active lines and business is expected to keep up during the month 
as the open hunting season on the most common varieties of game 


does not open in this State until Nov. 1. 


hunters’ watches are also noticea 


Sales of alarm clocks and 


bly heavier at this season. Roller 


skates are active and there is a fair demand for lanterns from agri- 


cultural localities. 


Reading matter continued on page 102 


PYREX WARE.—Pyrex ware is selling 
Retalers are not only buy- 
ing a good assortment of stock, but 


ROOFING MATERIALS.—Business in 
all kinds of roofing materials is coming 
ahead splendidly. The use of shingles 
is increasing by leaps and bounds each 
year and retailers in some instances 
have built up a sizable trade in same. 


tainers, $1.85 per gal. 
per cent. 
SHOVELS.—Orders for both wood and 





steel snow shovels are beginning to 
There | 
|is every indication that retail stocks | 
' are small and that the trade will cover | 





its 1929-30 requirements earlier than 
usual. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.0.B. BOSTON 
Shovels.—Snow, Rugg line, steel, 
long plain handle, round, $4.50 per 
doz.; square, $5; split wood D handle, 
No. 78%, $5; iron D handle. No. 79, 
$5. Boss line, long handle, $4.75; iron 
2 handle, $6; split wood D handle, 
6. 75. 
Scoops.—Massachusetts, D handle, 
hollow back or strapped back, No. 2 
$16 per doz. list; No. 3, $16.50; No. 4 
sbi O: No. 5, $18.25; No. 6, $19; No. 7, 
$19.75. Ames line, No. 2, $24.70 per 
. list; No. 3, $25.45; No. 4, $26.20; 
No. 5, $26.95; No. 6, $27.70; No. 7, 
$28.45. For polished scoops add $2. 20 
per doz. Discount 25 and 10 per cent. 
Spades.—Massachusetts, plain back, 
polished, No. 2, $17.50 per doz. list; 
B, molder, polished, No. 2, $17.50. 
Ames line, plain back polished spade. 
No. 2, $26.20 per doz. list; B, molder 
polished, No. 2, $26.20. Discount, 25 
and 10 per cent. 


SIDEWALK CLEANERS.—At least 
one local jobber has had a big call for 
sidewalk pushers or scoops. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOSTON 

Sidewalk Cleaners. ~—Wailingford, 
No. SCX7%, $8.65 per doz. net; No. 
LC, $10.25; No. 27, $3.60; No. TJC, 
$10.25. Dover, No. 18, $10.80 per doz. 
net. Deering scoop, 24 in., $6.25 each 
list, 30 in., $7.75. Discount 25 per 
cent. 


SLEDS.—Although the market is a 
long way from active, buying of sleds 
is gathering momentum. The retail 
carryover last year is believed to have 
been fairly substantial. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. gg —" 

_ og ey Ni 99, $10.80 
per doz. net; No 100, $12: No. 150, 
$14.40; No. 200, $18; No. 250, $20.40; 
No. 300, $25.20. Flexible Fliers, No. 
1, $2.50 each net; No. 2, $3.17; No. 3, 
$4; No. 4, $4.34; No. 5, $5.84. Racer, 
$4.34 each net. Racer, Jr., -50. 
Framed sleds, No. 52, $11.40; No. 54, 
$17.40; Clipper, No. 2, $10.80; No. 4, 
$14.40; No. 6, $18. Baby sleighs, No. 
0, $10.80 each net; sleigh boxes, $43.20 
per doz. Lightning snow scooter, $24 
per doz. net. 


TOOL KITS.—The usual pre-holiday 
interest in tool kits is being shown by 
the retail trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. BOSTON 

Tool Kits.—Kennedy line, Handy- 
man, No. KK, 93c. each net; No. K19, 
$2.50; No. 321, $3.83; No. 31C, $6.50; 
No. 31B, $5.67; No. 118, $3.83; No. 
1416, $3.17. 


Fall and Winter Lines Commence to Move 
Satisfactorily. New Prices Appear 


Prices for next year are coming to 
local jobbers regularly. Wire cloth is 
considerably lower, reflecting the recent 
reductions in the wire market. During 
the week jobbers’ prices on wire nails 
have declined another 5c. per keg and a 
reduction of 5c. per 100 lb. has been 
made on fence wire. Prices on milk 
cans have also been reduced, while an 
advance in putty quotations has gone 
into effect. Linseed oil and turpentine 
prices have been fluctuating widely in 
recent weeks, the latest changes having 
been reductions. 

The Pittsburgh steel market is still 
marking time, and although operations 
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Twenty-two Cartridges 


1. MORE KLEANBORE .22 CARTRIDGES ARE SOLD THAN ALL OTHER MAKES 
COMBINED. 

This fact indicates the CONSUMER DEMAND. 

They are sold AT THE SAME PRICE as less known and less popular ammunition. 





. They pay the retailer a satisfactory profit. 
They give the dealer a quick “turnover.” 


Such being the facts— 


Then why should a retailer carry a mixed stock of several brands, increase inventory. 
delay turnover and dissatisfy customers? ak 


NAF bP wh 


8. In buying from your jobber insist upon receiving ““KLEANBORE” ammunition. 


9. See that the salesman underscores “KLEANBORE” on his orders. 





10. If you have any trouble getting ““KLEANBORE” from your jobber write us. 
11. Striking advertising matter supplied on request—window cards—booklets, etc. 


12. “Switching” a consumer sometimes works, but the next time he goes where he can get 
the brand he wants. . 


13. But why take the trouble—KLEANBORE COSTS NO MORE. 


14, Outstanding quality, exclusive advantages, national advertising, universal jobbing dis- 
tribution, lowest price, result: established consumer demand, largest in volume of sales 


and no sales talk necessary. 
xf a VAAL: 


President 














REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Digby 0766 
Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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last week were stepped up somewhat by 
some of the larger producers, the trend 
in this and nearby districts seems still 
to be downward. October is ordinarily 
a month of high production, but it now 
seems certain that total output for the 
period will fall behind last year. In 
the meantime, fourth quarter contract- 
ing has been delayed by many large 
buyers and specifications continue to 
lag. Prices are soft all through the 
list although many producers refuse to 
recognize definitely lower schedules. 
An exception occurs in wire rods and 
wire nails on which mills have adjusted 
their contract prices. Railroad buying 
is the best feature of the market al- 
though structural awards continue 
heavy and the market for heavy pipe 
is strong for this season of the year. 
Bars, sneets and strips, as products 
used heavily by the automobile indus- 
try, are very dull. 


ARMS AND AMMUNITION.—This 
line is one of the most active in the 
entire business just now, and demand 
is expected to keep up for several 
weeks, as the open season in Pennsyl- 
vania on the more common forms of 
game extends until Nov. 1. 
AUTOMOBILE TIRES AND TUBES.— 
Movement is very slow, and not much 
improvement is expected this fall. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4. 50, 
$8.25; tubes, $1. 60; 29 x 4.7 75, 
$1.70; 29 x 5.00, $9.90; 
; 30 x 5.00, $10.20; tubes, 
31 x 5.00, $10.65; tubes, $1.85; 
5.00, $11.75; tubes, $1.90; 28 x 5.25 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25 , $12. 50; tubes, 
$2.05; 29 x 5.50, $12.68 tubes, 2.25 

Same, 6 ply, 31 x 6.29, "$14. 70; tubes, 
30 x 5.50, $16.0 tubes, $2.35: 
tubes $2.25; 31 x 
$2.30: 32 x 6.00 
33 x 6.00, $17.55; 





HRS 


on 


tubes, 

$16.95; tubes, $2.40; 
tubes, $2.55. 

Tire display racks, $10.00 each. 

Prices in all instances are each. 


BOLTS, NUTS AND RIVETS.—De- 
mand continues steady and prices are 
better established in this line than 
they have been for a long time. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All 
list. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Sales are 
declining as the building season comes 
to a close, and the aggregate move- 
ment for the year has been far from 
satisfactory. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 


styles, 50 per cent off 


3% x 3% in., $19; 4 x 4 in., $30. 
Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85: 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.: 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws packed one pair in a 


box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per pair: 
4 in., $12.60 

Hasps. —Hinges without screws, 
single dozen lots, 3 in., 65c. per doz.; 





4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; in., 
$1.60. 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz., front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


COAL HODS AND SHOVELS.—There 


is a strong demand for coal hods and | 


shovels as cool weather sets in, and 
movement out of jobbers’ stocks is 
heavy. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Coal Shovels, Monongah, No. 1, $14; 


No. 2, $14.50; : ig 3, $15 per doz. 
Gail black, No. $12; No. 2, $12.50; 
No. 3, $13 per hat Gail polished, No. 


1, $13; No. 2, $13.50; No. 3, $14 per 
doz. ‘Pacemaker black, No. 1, $12; 
No. 2, $12.50; No. 3, ’$13 per doz. 
Pacemaker half polished, No. 1, $13; 
No. 2, $13.50; No. 3, $14 per doz. 
Black gold, No. : PB $18; No. 2, $18.50; 
No. 3, $19; No. 4, $20 per doz. 
Coal Hods, Japanned No. 5, 16 in., 
$3.25; 17 in., $3.60 per doz.; Galvan- 


ized No. 10, 16 in., $4.30; 17 in., $4.75: 
18 in., $5.25; 20 in., $7 per doz. Gal- 
vanized No. 76S, 8, and galvanized 
No. 86S, $8.40 per doz. Galvanized 
a 5, 15 in., $5.50; 17 in., $6 per 
OZ. 


MILK CANS.—Prices on Security milk 
cans with umbrella covers have been re- 
duced, and the five-gallon size is now 
quoted at $2.60 each, and the ten-gallon 
at $3.20 each. 


PAINTING SUPPLIES.—Paint sales 
are gradually declining as cold weather 
sets in. Prices on turpentine and raw 
linseed oil have been fluctuating widely, 
and turpentine is currently quoted at 
69c. per gallon in barrel lots, while 
linseed oil has been reduced to 16 ‘se. 
per lb. in barrel lots. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Ready mixed paints, best grades. 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per lb. in 
100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less on lots of a ton or more; 
turpentine, 69c. per gal., in barrel 
lots, raw linseed oil, 16-4/5c. per Ib., 
in barrel lots. 


PUTTY.—Prices on putty, both pure 
and compound, have recently been ad- 


vanced. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Pure putty in 25 lb. cans, $6 per 100 
lb. cans; in 12% lb. cans, $6.50 per 
100 1b.; in 1 lb. cans, $9.50 per 100 
Ib. 

Putty compound in 1 Ib. $7 
per 100 lb 


REGISTER SHIELDS.—tThere is heavy 
demand for register and_ radiator 


shields. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Register shields for floor use, Nos. 


cans, 


1 and 5, $12 per doz.; No. 10, $10 per 
doz. 
Register shields for wall use, Nos. 
2 and 15, $6 per doz.; No. 20, $5.20 
per doz. 
ROLLER SKATES.—This line con- 


tinues very active, with retailers’ sales 
considerably heavier than usual. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Union Hardware Co. line, No. 2, 
70c. per pr.; No. 3, 75c. per pr.; No. 
10, $1.05 per pr.; No. 5, $1.45 per pr. 
Winslow line, No. 3814, $1.45 per 
pr.; No. 38, $1. 60 per pr.; No. 38, rub- 
ber tire, $2.50 per pr. 
Winchester line, No. 3831, $1.35 


per pr.; No. 3832, $1.45 per pr. 
Reading matter continued on page 104 


Chapin line, No. 103, child’s skate, 
| 75e. per pr. 
| STOVE PIPE.—This line continues ac- 
| tive at unchanged prices. 


| JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Lustro stove pipe, 3-in., $6.75 per 


doz.; 4-in., $7.50 per doz.; 5-in., $9.00 
| per doz., 6-in., $10.50 per doz. 
Lustro stove pipe elbows, 3-in., 


$5.25 per doz.; 


$4.50 per doz.; 4-in., 
6-in., $7.75 per 


5-in., $6.50 per doz.; 
doz. 


VENTILATORS.—Sales continue to be 
| heavy and jobbers are receiving a 
| number of fill-in orders from retailers. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Continental line: De-Flekt-Air 
(metal center ventilators) No. 68, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
117, $3.75 per doz. net. Continental 
wood frame cloth ventilators, No. 
2.00; No. V-923, $2.00; No. 
» $2.20; No. V-949, $3.75; No. 
V-959, $4.40; No. V-1537, $3.45; No. 
V-1549, $5.00 per doz. NET. Conti- 
nental metal frame cloth ventilators, 
No. 8483, $2. vs No. 837, $2.80; No. 
3.75; No. 1187, $3.45; ‘No. 1145, $4.40; 
0. 1437 $5.00, and No. 1445, $5.60 
per doz. NET. 

Diamond E, No. >. 4g per doz.; No. 
01, $4.40 per doz.; 2, $4. io per 
doz.; No. 03, a od pei a: i, 
$5. 20 per doz.; 5.60 per * ™ 
No. 3, $6.40 er yor o. 4, $7.60 per 
doz.; No. 5, $8.40 per doz. 

Wurldsbest Ventilators, No. 
$1.75; No. 3, $2.00; No. $2.50; Ne 
5A, $3.00; No. 6A, “ 00; No. 6B, $4. 50: 
and 6C, $5.00. These are’ LIST 

“ACH prices and subject to a deal- 
ers’ discount of 33% per cent. 


WIRE CLOTH.—Prices for next year 
for wire cloth have been received by 
local jobbers, and are considerably re- 
duced from this year’s level. Black 
wire cloth is quoted at $1.65 per 100 
sq. ft.; opal cloth at $1.80 and bronze 
at $1.75 per 100 sq. ft. 


WIRE PRODUCTS.—Nail prices have 
again been reduced 5c. a keg, and now 
stand at $2.80. Prices on fence wire 
have also been reduced 5c. per 100 Ib. 
Demand is quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 








per 100 Ib. Annealed Galvanized 

No. 6 to 9 gage...... $2.85 $3.30 
®: SS ae 2.90 3.35 
OO EL Senchsewesecues 2.95 3.40 
PO, OEE kxols aa%sns 3480 Rs 3.00 3.50 
Se SERRE I Sele E ES 3.10 3.65 
BED. BE x woh ee eiusivias es 3.20 3.85 
Ps ED 5050868450055 5% 3.40 4.15 
| 3.60 4.35 

Barbed wire (per 80-rod spool): 
Be, WRENS non 553 oad so eeenke $2.89 
BOL DUNE hivieis 0 s0 on wdalee 0600096 3.09 
ae RS oe cr et eee 3.34 
A eATAL -SUNTEND: «0 5.005509 50.00.6465 0:8 3.09 
2-point cattle (special).......... 2.20 

Field Woven Wire Fence (per 100 
rods): 





ee ES eC ena Pra ee eee, $37.00 
Se, | ee Pe eee ner 44.50 
ES ee are oes ene 52.00 
BL: NER Sas ca enrues hems Sau 60.00 
Steel Fence Posts: 

Painted 

Galvanized Angle 

Tubular Steel 
SSP. | ae 
6% ft. ..........55c. each 38c. each 
Wiehe Geiss ia oaiees 65c. each 40c. each 
| ge. Se ee eee ees 45c. each 
Bright nails, base, per keg, $2.80. 
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Not a single complaint in over 35 years. That’s 
the record of WICKWIRE BRONZE Screen 
Wire Cloth. 


This brand is made for customers who seek the 
best. It is ABSOLUTELY RUSTLESS—not 
affected by salt air, acids or gases. 


Made from a special alloy of 90% Copper and 
10% Zinc. The Zinc acts as a corrosion resister 
and also supplies the required tensile strength. 
Only FULL GAUGE wire is used. 


We control every operation from raw material 
to finished product in making WICKWIRE 
BRONZE. You cannot sell a more satisfactory 
brand. 


Furnished in 14, 16 and 18 mesh wire, in even 
inch widths 18” to 48”. 100 lineal feet to the roll. 


Your Jobber Will Supply You 








For Homes That Want 
The Highest Grade Wire Cloth 















WICKWIRE 
BRONZE 
Withstood the Test 


During the construction 
of the great Panama 
Canal, WICKWIRE 
BRONZE Wire Cloth 
was put to a severe test 
against the germs of the 
Yellow Fever Mosqui- 
toes. ; 


It withstood every test 
and was so thoroughly 
satisfactory that the En- 
gineers of that wonder- 
ful canal adopted it as 
the Standard. 


Our Other Brands Screen 
Cloth 





Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 
Wickwire Premier 

Wickwire Copper 


Aa A 











HARDWARE AGE for OCTOBER I0, 1929 





WASHINGTON LET TER 


Hardware trade associations and business interests rank high in 
simplification acceptances—Pullman surcharge elimination may 


(Washington Bureau of HARDWARE AGE) 
Hardware trade associations and 
bysiness interests ranked high from the 
ppint of the number of  accep- 
mees of simplified programs which 
‘g been adopted since the Division 
fuplified Practice was set up in 






a statement showing that the total 
‘fumber of associational acceptances to 
the end of the fiscal year, June 380, 
1929, amounted to 1199. Of these 44 
came from the Southern Hardware 
Jobbers’ Association, Richmond, Va.; 
36 from the National Hardware Asso- 
ciation of the United States, Philadel- 
phia; 30 from the National Retail 
Hardware Association, Indianapolis 
and 21 from the American Hardware 
Manufacturers’ Association, New York. 
Of the 20,790 acceptances from indi- 
vidual business interests, 18 were re- 
ceived from the Lee Hardware Co., 
Salina, Kan., and 16 from the Townley 
Metal & Hardware Co., Kansas City. 
The average adherence by all interests 
concerned for the 27 recommendations 
reviewed during the fiscal year 1929 
was 86 per cent. The average adher- 
ence obtained through 79 re-surveys 
made since this kind of cooperation was 
undertaken in 1922 was 83 per cent. 
According to the Bureau of Standards, 
14 typical industries estimate their to- 
tal annual savings from adoption of 
simplified recommendations at approxi- 
mately $240,000,000. 





The 573 supervisors who will have 
charge of the activities of approxi- 
mately 100,000 enumerators who will 
be engaged in taking the decennial cen- 
sus of 1930 will be required to under- 
stand their work and actually perform 
some branches of it before next Febru- 
ary, when assistant supervisors will be 
appointed. The Bureau of the Census 
has made this fact known in clear 
terms. Moreover, specialists in certain 
outstanding phases of the work such 
as distribution, unemployment, agri- 
culture, occupation and manufactures 
will be employed and will cooperate 
with the regular Census force in de- 
ciding upon the questionnaires and 
the instructions for their application. 
Their principal duties, however, will 
relate to the preparation of the final 
reports and the presentation of the 
data in the most practical and usable 
form. 

In the 


intensive training of the 
Reading matter continued on page 106 





come up before present Congress— 


By L. W. MOFFETT 


supervisors the Bureau is endeavoring 
to take advantage of the intervening 
time to make certain that each of these 
officials personally understands the dif- 
ferent branches of the Census of which 
he will have charge. Extensive corre- 
spondence with each supervisor is re- 
quired to develop the training, and the 
majority of the form letters have been 
established and a large number of 
supervisors are already in receipt of 
them. It was the practice in the past 
to appoint supervisors and immediately 
thereafter appoint assistant supervis- 
ors. In a number of cases the super- 
visor turned the work over to the as- 
sistant. The radical changes being 
made are intended to place responsi- 
bility directly upon the supervisors and 
to give greater assurance of greater 
efficiency in practical census returns. 





Prospects of elimination of the Pull- 
man surcharge again are being dis- 
cussed, but it is apparent that there is 
no chance that the present special ses- 
sion of Congress will take no action 
on the question. Actually there is 
much doubt that Congress will at any 
time attempt to pass further on the 
matter but will leave its determination 
to the Interstate Commerce Commis- 
sion which fixed the charge in 1920 
when it order a general increase in 
freight rates. The special session of 
Congress itself plainly has all it can 
do to enact “limited” tariff revision and 
it remains to be seen if it will be able 
to accomplish that task. It has passed 
upon agricultural relief and this to- 
gether with tariff revision constituted 
its program, though other subjects 
have been taken up, such as the so- 
called lobby investigation by the Sen- 
ate through a committee. The Pull- 
man surcharge has been given no con- 
sideration at all since the last session 
and the House committee on Interstate 
and Foreign Commerce, which would 
have charge of the matter, has not even 
been organized, nor will the House 
again be in session until the latter part 
of October when it may recess once 
more since the tariff bill is not expected 
to have passed the Senate by that time. 
The bill for elimination of the Pull- 
man surcharge has been favorably re- 
ported at prior sessions and there 
seems to be a great deal of sentiment 
in Congress for such action. At the 
same time there seems to be a feeling 
that it is an administrative matter to 








be handled by the Interstate Commerce 
Commission, and that since it fixed the 
surcharge it should do away with it 
if it is to be done away with at all. 
The Commission once refused by a 
close vote to act favorably upon a peti- 
tion to this end made by travelers’ or- 
ganizations. Whether it might now be 
in a different state of mind is not 
known. Attention has been called to 
the fact, however, that the surcharge 
nets the railroads $45,000,000 annually 
and that with such big questions as 
those revolving about the Hoch-Smith 
resolution being before the Commis- 
sion and entailing the important mat- 
ter of conserving railroad revenue as 
well as adjusting freight rates, the 
Commission might be inclined to go 
slowly about doing away at this time 
with the surcharge. 





Builders’ hardware, dies, machinery 
and machine parts, fruits, vegetables, 
advertising cuts and mats, and dry 
goods constituted a portion of the long 
list of miscellaneous articles that made 
up the approximately 5,845,000-lb. of 
air express carried in the United States 
during the past three years, according 
to Harry H. Blee, Chief of the Divi- 
sion of Airports and Aeronautics In- 
formation, Department of Commerce. 
The showing indicates clearly that 
many American merchants are begin- 
ning to avail themselves of the high- 
speed air-express. Transport planes 
operating in the United States are now 
flying about 75,000 miles a day or the 
equivalent of 90 trips around the world 
every month, while during the first six 
months of the present year 45 trans- 
port companies flew planes of various 
types a total of 8,000,000 miles, an in- 
crease over the corresponding period 
of 1928 of 300 per cent. 





Eight branches of the electrical in- 
dustry will hold separate and consecu- 
tive trade practice conferences with the 
Federal Trade Commission beginning 
Oct. 10 in Washington at the Ward- 
man Park Hotel. Chairman McCul- 
loch of the Commission will preside. 
The conference will be held for the 
manufacturers of carbon _ brushes; 
molded products; flexible cords and 
heater cords; vulcanized fiber; panel 
boards and distribution boards; elec- 
trical mica; outlet boxes and switch 
boxes; and carbon arc lamps. 
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A good example of modern merchandising practice. Dunlap Hardware Co.—Macon, Ga. Completely equipped by Duluth. 


Keeping the Proper Balance between 
Mounting Costs and Profits 


O PROBLEM in the hardware business today demands keener analysis and more efficient control than 
N the store layout and display. Probably no factor in retail hardware merchandising has greater influence 

in promoting sales and reducing cost of doing business. It is efficient, scientific display. that is respon- 
sible for increasing unsolicited sales in big chain systems. Yet this efficient layout and scientific display is just 
as easily within reach of the independent hardware store in the smaller cities as it is for the big chains. The 
fundamentals that mean increased sales are the same. It produces just as profitably. Its cost is moderate. And 
as an investment that increases sales 25% to 100% it pays gratifying dividends. Ask us to send you data show- 
ing what the Duluth System of Store Layout and Display has done for others—let us show you what it can do 
for you. There is no obligation, and no hardware retailer can afford to shut his eyes today to this simple key 
to increased sales through scientific display of merchandise if he is to continue profitable business in the face of 
increasing competition. 


“Figures show that our tool sales have increased 25% since they have been displayed in Duluth panels. Coming 
in to buy a pound of putty, they see a brush and buy it. A good feature of the shelves is that they may be ad- 
justed to suit the size of any paint can froma half pint to a gallon.’—Louis Weygand, Woodhaven, N.Y. 


Write today for Duluth Catalogs and Plans 
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NEW YORK DULUTH SHOW CASE CO. CHICAGO 
101 Park Avenue DULUTH. MINN. 19 So. La Salle Street 














HARDWARE AGE for 


OCTOBER 10, 1929 





Offered exclusively 
to the hardware 
trade. No chain store 
carries it 








For every 
man who 
uses a 
hammer 


i There is a wide market for the 


Cheney NAILER, the remarkable 
nail-holding hammer, because 
there is no other hammer like it. 


| Hammer users have always wanted a 
| good hammer that would actually 
’ hold a nail until it was set one-handed 


in places impossible to reach with 
both hands. The Cheney NAILER 
is that hammer—well-made, practical, 
convenient. 

Men may own a dozen other ham- 
mers but their collection is not com- 
plete without a NAILER. 
Furthermore, the Cheney NAILER 
costs them no more than any other 
Cheney Curved Claw Hammer for 
every one of 16 oz. and over is 
equipped with the wonderful nail- 
holding, nail-setting arrangement. 
Ask your jobber for Cheney 
NAILERS. 


4 


va 


PRENTISS VISE COMPANY 


106-110 LAFAYETTE ST. 


NEW YORK CITY 


3288 








COMING CONVENTIONS 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, Atlantic City, N. J., Oct. 21, 22, 23, 24, 
1929. Hotel headquarters, Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Ave., New 
York City. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CON: 
VENTION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, secretary, 815 
Southern Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
AssociaATIOn, San Francisco, Feb. 11, 12, 13, 1930. 
Headquarters, Hotel Whitcomb. LeRoy Smith, secre- 
tary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 10, 11, 12, 1930. Place of meeting to be decided 
later. Arthur R. Craig, secretary, 804-806 Commercial 
Bank Building, Charlotte, N. C. 

Itttnois Retail HARDWARE ASSOCIATION CONVEN- 
TION AND ExuiBiTion, Hotel Sherman, Chicago, Feb. 11, 
12, 13, 1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RetaiL HARDWARE ASSOCIATION CONVEN- 
TION, Manufacturers Building, Indiana State Fair 
Grounds, Indianapolis, Jan. 28, 29, 30, 31, 1930. G. I’. 
Sheely, secretary, 911-913 Meyer Kiser Bank Building, 
Indianapolis. 

Iowa Retait HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Savery and Des Moines 
Coliseum, Des Moines, Feb. 11, 1Z, 13, 14, 1930. A. R. 
Sale, secretary, Mason City. 

KeENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Brown Hotel, Louisville, Jan. 14, 15, 16, 
17, 1930. J. M. Stone, secretary, 200 Republic Building, 
Louisville. 

LoutstaNA Retail HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New 
Orleans, June 9, 10, 11, 1930. Guy Nason, secretary, 
Starkville, Miss. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Grand Rapids, Feb. 18, 19, 20, 
21, 1930. Headquarters, Hotel Pantlind. . Exhibition 
will be held at the Klingman Exhibition Building. A. J. 
Scott, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

MississipP! Retail HARDWARE AND IMPLEMENT 
AssociIATION CONVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, secretary, Starkville. 

Missour1 RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exutsition, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 


North Broadway, St. Louis. 

Mountarn States HARDWARE AND IMPLEMENT 
Assocration Convention, Jan. 21, 22, 23, 1930. Place 
to be decided later. W. W. McAllister, secretary, 
Boulder, Colo. 

National HarpwWare Assoctation or THE UNITED 
Srates Convention, Atlantic City, N. J., Oct. 21, 22, 
23, 24, 1929. Hotel headquarters, Marlborough-Blen- 
heim. George A. Fernley, secretary-treasurer, 505 Arch 
St., Philadelphia, Pa. 


NationaL Retart Harpware AssocraTIOn Con- 
cress, St. Louis, Mo., June, 1930. Herbert P. Sheets, 
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Managing Director, 130 E. Washington St., Indian- 
apolis, Ind. 

THIRD ANNUAL NaTIONAL House Furnisuinc Ex- 
HIBIT, Chicago, IIl., Jan. 19 to 29, 1930. Headquarters, 
Palmer House. 
Adams St., Chicago, III. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 


TION, Omaha, Feb. 4, 5, 6, 7, 1930. Headquarters, New | 


Paxton Hotel. Exhibition at Municipal Auditorium. 
George H. Dietz, secretary, 414-19 Little Building, 
Lincoln. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New ENGLAND HarpwareE DEALERS ASSOCIATION, Me- 
chanics Building, Boston, Mass., Feb. 20, 21, 22, 1930. 
Headquarters, Hotel Statler. George A. Fiel, secretary, 
80 Federal St. Boston 9, Mass. 

New York State RETAIL HARDWARE ASSOCIATION 
CoNVENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Conven- 
tion sessions and exhibition will be at Edgerton Park. 
Headquarters, Seneca Hotel. John B. Foley, secretary, 
510 Hills Building, Syracuse. 

NortH Dakota RetarL HARDWARE ASSOCIATION 
CONVENTION AND ExuisiTIon, Feb. 11, 12, 13, 1930. 
Place of meeting to be decided later. Charles N. Barnes, 
secretary, Grand Forks. 

OxuIo HarpWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. 
James B. Carson, secretary, 315 Mutual Home Build- 
ing, Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Oklahoma City, Jan. 28, 29, 30, 1930. 
Chas. L. Unger, secretary, 207-208 Bloomfield Building, 
Oklahoma City. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC.. CONVENTION AND EXHIBITION, At- 
lantic City Auditorium, Atlantic City, N. J., Feb. 11, 12, 
13, 14, 1930. Sharon E. Jones, secretary, 610 Wesley 
Building, Philadelphia. 

SoutH Dakota RetatL HARDWARE ASSOCIATION 
ConvENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, February, 1930, exact date and place 
to be announced later. H. L. Boyd, secretary, Spring 
Arcade Building, 541 South Spring St., Los Angeles. 

SOUTHEASTERN RetaiL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, comprising the state associa- 
tions of Alabama, Florida, Georgia and Tennessee, At- 
lanta, Ga., May 13, 14, 15, 1930. Walter Harlan, secre- 
tary, 701 Grand Theatre Building, Atlanta. 

TExAS HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND ExuIsiTIon, Houston, Jan. 21, 22, 23, 
1930. Dan Scoates, secretary, College Station. 


VircINtA RetatL Harpware Association ConvEN- 
rion, Richmond, Feb, 13, 14, 1930. Thos. B, Howell, 
secretary, Richmond. 

West VircrntA Harpware Assoctation CONvVEN- 
non AND Exutsrtion, Huntington, W. Va., Jan. 21, 
22, 23, 1930, James B, Carson, secretary, 315 Mutual 
Home Building, Dayton, Ohio, 

Wisconsin Reratt Harpware Assoctation Con- 
VENTION AND EXHIBITION, Auditorium, Milwaukee, Feb. 
4, 5, 6, 7, 1930. B. Christianson, secretary, Stevens 


Point. 
Bay Ave., Milwaukee. 


Warren Edwards, secretary, 105 West | 


G. W. Kornely, exhibit manager, 1476 Green | 


























| Zs Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 


ity and service. 








rit ANIA 
“ Brmch Offices 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batterymarch 

San Francisco, 703 Market St. 
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A SODA FOUNTAIN HELPS HARDWARE TRADE 


(Continued from page 65) 


“Our entire staff will wear uniform linen coats. All 
goods before being displayed are marked with both cost 
and selling prices. We plan to encourage customers to 
inspect as much of our store as they will. We will not 
approach them until they stop and show a specific inter- 
est. This does not mean that they will not receive a 
courteous ‘good morning’ or similar greeting as soon as 
we see them, but it does mean that they will not be 
pestered to buy should they show inclination to ‘just 
visit.” And that brings up a basic thought. Our aim is 
to make this more and more a real trading or shopping 
headquarters. We want everybody to feel welcome to 
visit ; just as welcome as though they were buying. We 
wish to overcome the traditional hardware store idea, 
that only definite needs can be served and that only 
people with definite requirements will enter our store. 

“From 7.30 a.m. to 6.00 p.m. our store is open for 
the public. On Saturdays we close at 10 p.m. In that 
time they may visit and buy, or just visit. If we can 
keep them coming, we won’t worry about the future. We 
don’t care how many come in for just a soda or bit of 
lunch at the fountain, or how many just slide in for 
cigarettes or candy from the automatic vending ma- 
chines on either side of the fountain. Just as long as 
they continue to come here, we will not bother our heads 
about what chains and mail order houses are doing.” 

It is interesting to note that Mr. Snyder’s desk is on 
the main floor, out in the open. There is no private 
office or other “high hat” element in the store. The office 
work of the business is done un the mezzanine in the 
rear, which is also the central station for the cash carrier 
system, and the place where bills are paid. The pictures 
show the “Hardware Inn” at one end of the mezzanine. 
It is there that conferences are held with customers on 
builder’s hardware or other matters. 

The formal opening of the new Snyder & Robins 


store was observed August 2 and 3, though the doors 
were open for business on July 29. Full page newspaper 
ads invited every one in Asbury Park and surrounding 
territory to visit the store on the opening days, and to 
feel “at home” there at all times. 

The opening days were certainly busy days for the 
store staff. The people came in all during the day but 
of course the Saturday night crowd was heaviest. With 
two months’ experience, Mr. Snyder knows he made no 
mistake in commandeering experts for each problem of 
his new store. Sales have justified the investment and en- 
courage the thought that the business is headed for new 
records of success. It is most interesting to know that 
more than 60 per cent of the sales in the new store 
were for cash, whereas the former store had a fifty-fifty 
business in cash and credits. 

Asbury Park has a population of 14,000 and is exactly 
one mile square. Its trading population is estimated at 
30,000 in an area of six square miles. 

The business of Snyder & Robins, formerly a part- 
nership was incorporated in 1917. Christopher H. Snyder 
is president and treasurer and Mrs. Snyder is secretary. 
]. Baird Robins, brother of the former partner, has 
been in charge of deliveries for 21 years. Howard Eg- 
bert has taken care of receiving and pricing for 18 years. 
For 7 years Clarence Luker has been in charge of 
planning store displays and selling efforts. Howard Lyle 
specializes in the tool department and Millard Scott for 
7 years has had charge of accounting and bookkeeping. 
The actual selling personnel is 13 and the delivery man 
does some selling both in the store and during his trips. 
A porter keeps the store clean and tidy at all hours and 
keeps careful watch that the 42 tables are clean. 

When Wm. Geo. Steltz, of Supplee Biddle Hardware 


‘Co., Phila., Pa., named the new establishment “The 


Store of Achievement” he really told most of the story. 





HIGH FINANCE—SHOW WINDOWS—CUTLERY 


(Continued from page 67) 


AGE about selling pocket knives at retail. 1 recommended 
a plan that I had known a number of retail dealers to 
use very successfully. I did not claim any credit for the 
idea. I just passed it out for what it was worth. No- 
body sent me any medal of appreciation. I had forgotten 
all about this article when a letter came from one of 
the greatest manufacturers of cutlery in England, a con- 
cern that all of us in the hardware business know well. 
This letter was from their managing director. He 
stated he had read my article on selling cutlery at retail 
and he considered it one of the best articles on the 
subject he had ever read. He was getting up a pamphlet 
to mail all over the world on the subject of selling cutlery 
at retail and would I object to his using my article. 

I, of course, wrote him I had no objections and this 
week I received a very nice letter from this manager 
inclosing a pamphlet. He uses my article verbatim. He 
does not change a word, except here and there to enter 
the name of his line of pocket knives. However, he does 
not give me any credit for my article, which, of course, 
may be all right; but the point I am making is that here 


is an article on the sale of cutlery at retail which did not 
seem to make a dent here in the United States, but did 
make a hit over in England. 

The manager of an American pocket cutlery manu- 
facturer called on me this week and I showed him this 
correspondence and pamphlet. “This is pretty good 
stuff,” he said, “I did not notice it when it was first 
published. Let me have that English pamphlet because 
I am going to produce a pamphlet just like that for our 
line of American goods, and send a copy to every retail 
dealer in the United States. In this pamphlet I am also 
going to tell them how to oil a pocket knife and how to 
sharpen a pocket knife. The retail clerks of this country 
need information of this kind.” 

Now, I think this is a pretty good story where an 
idea originates in the United States, but has to travel 
to England and back before it is used in a practical way 
by an American manufacturer. So are the words of the 
scripture fulfilled, “A prophet is not without honor save 
in his own country.” Selah! 
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Hardware Advertising 


is no greater problem for the hardware retailer than it is for any 
other. In many respects it is simpler and more effective. Especially 
is that true when the Bunting method is employed. 

The Bunting plan saves the dealer’s time and money. Every- 
thing is arranged so uniquely and presented to the dealer in such 
simple and concise form that the dealer can lay out his monthly 
| publicity offering in a few minutes’ time. 
| Furthermore, the Bunting program can be relied upon to pay 
for itself and leave a profit besides. 





Full information cheerfully supplied. 


| The Bunting System 


North Chicago, Illinois 
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Dereon 


Our New Victor Step Lad- 
der for home use is in a 
class by itself. 





We manufacture strictly 
Spruce Ladders. 


Spruce properly AIR 
DRIED is superior to any 
other material for ladder 
construction. 


Our line includes Ladders 
for every purpose. We 
pay the freight. 























W. W. Babcock Co. 
Common Bath, N. : & Extension vst 


Extension Painter’s Trestle 
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TOYS IN ALL-YEAR DEMAND 


(Continued from page 71) «+ 


for birthday gifts and so recognized by scores of kids 
with money in their pockets. If their allowances happen 
to be spent and they still covet things they see on display, 
Mrs. Henderson extends them a reasonable line of credit. 

As a rule, they stay out of the store until they have 
the money to pay. But they don’t want to stay out of 
that store too long. No telling what treasure they might 
miss. So they’re soon back, solvent once more. 

Southwest high school is nearby. So is the Border 
Star grade school. The youngsters attending those in- 
stitutions patronize the Brookside Hardware heavily. 

But her trade is not confined to those two school dis- 
tricts. Kids come to her store from as far north as 
Fiftieth Street and as far south as the city limits, about 
twenty blocks in the other direction. Indeed, the young- 
sters in the whole southern zone of Kansas City are 
actual or potential customers. 

How does it all happen? “Well, for one thing,” says 
Mrs. Henderson, “their parents know that the atmos- 
phere is just what it should be for boys and girls. Noth- 
ing is permitted to go on that a sensible parent wouldn't 
approve. Every boy just naturally likes a hardware 
store and the girls in our neghborhood have contracted 
the same liking. 


“Roller skates are big items. Last spring. we sold 
nearly three hundred pairs. Before the selling season 
was over we had some of the fathers and mothers them- 
selves skating along Ward Parkway. A lot of the South- 
west high school boys and girls decided to skate all the 
way downtown to the picture shows there. That’s a 
one-way distance of six miles. Their pictures got in 
the newspapers, which didn’t hurt the roller-skate busi- 
ness. 

“At Christmas-time, of course, we feature toys as 
prominently as we know how. We trim our windows 
accordingly and change them every two or three days. 
That keeps the kids properly agitated. But we don’t 
tie our toy trade up to just one or two short seasons. 
We have no trouble in cleaning out our Christmas stock. 
By January we are buying again. 

‘We sell toys every day of the year and buy them at 
least every month of the year. Airplane toys are popular 
and becoming more so, particularly construction equip- 
ment. Sidewalk bikes are moving briskly. 

“Croquet is coming back with a healthy bang. Toy 
boats are good sellers. In fact, up-to-date toys of all 
kinds will sell if they are put out in plain sight where 
the kids can see them.” 


A Toy Chassis with Trailers 


Free Sand Cars Dec. 7 to 
Purchasers of American 
Flyer Mfg. Co. Products 


The American Flyer Mfg. Co., 2219 
South Halsted St., Chicago, Ill., has just 
released to the adult and juvenile national 
magazines and to the large city news- 
papers, a plan which will be heralded to 
the “Youths” and “Grown-Ups” and which 
should attract new miniature train busi- 
ness to dealers. 

Briefly, it is this. Purchasers, on Sat- 
urday, Dec. 7, 1929, of an American Flyer 
Wide Gauge train or equipment amount- 
ing to $25 or more, will be sent by the 
American Flyer Mfg. Company, parcel 
post prepaid, one of its No. 4017 double 
truck enameled Sand Cars, equipped with 
Automatic Couplers. (This car retails for 


$3.50). 
Purchasers buying an American Flyer 
Narrow Gauge train or equipment 


amounting to $10 or more will be sent by 
the American Flyer Mfg. Company parcel 
post prepaid, a double truck lithographed 
Sand Car No. 1116. (This car retails for 
$0.90). 

The purchasers on this date will merely 
mail to the American Flyer factory not 
later than Tuesday, Dec. 10, the sales 


slip they received showing the cata- 





log number of American Flyer Trains or 
Equipment purchased, and the amount of 
sale. On receipt of this sales slip, the 
American Flyer Mfg. Company will send 
the proper Sand Car as the amount of the 
sale indicates, direct to the purchaser, free, 
post paid. The dealers are relieved from 
a!l detail work in this campaign. 





This campaign should create demand for 


miniature trains and equipment several 
weeks before the usual last minute rush, 
and every purchaser buying an outfit on 
Saturday, Dec. 7, will be an individual 
advertisement to neighbors and others, 
who, attracted by this purchase will also 
want a similar outfit in their family. 

This offer will help dealers sell extra 
cars, track and locomotives to complete a 
second train system for many of the boys 
who get a free sand car, stimulating de- 
mand that will instill the thought of two 
train sets for every buyer. 

American Flyer Mfg. Company has pre- 
pared special free sand car offer window 
streamers and newspaper mats in addition 
to their other complete merchandising tie- 
ups, which they will be glad to furnish to 
any dealer requesting them. 











A miniature chassis and three trailers 
are the latest additions to the line of cast 
iron toys manufactured by the Kenton 
Hardware Co., Kenton, Ohio. They closely 
resemble their full-size counterparts, and 
meet the demand of the boy for inter- 
changeable toys. 








Each trailer may be used separately with 
the chassis or they may all be joined to- 
gether. Each piece is sturdy and strong. 
The chassis is finished in red, the ice trailer 
is of blue, the truck trailer in green and 
the oil trailer is of bright orange. A boxed 
assortment of the trailers with chassis is 
offered, or the chassis and any one of the 
trailers is supplied in one packing. 
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INAWINK 


Cleans and_ polishes 
Porcelain, Baked Wn- 
amel and Metallic Sur- 
faces. The most effec- 


tive, rapid and economical 
polish of its kind on the 


market. 


Let us send you a sample 
—you'll see why INAWINK 


sells. 


S 





























JUNK! Another Victory For Old Man Rust 





STovolla 


REG. IN U. S. PAT. OFFICE 





Kills Rust—As It Cleans and Polishes 


It doesn’t matter how much the stove costs— 
when Old Man Rust gets a good hold in the oven 
the stove’s days are numbered because ovens 
can’t be replaced. 


Your customers know this to their sorrow. 
They are ready to buy an effective remedy— 
they'll gladly buy STOVOIL when you tell them 
what it can do. 


STOVOIL prevents rust and removes old rust. 
It adds years to'the life of the stove and keeps 
it looking new. Many gas range manufacturers 
ship a bottle of this effective rust preventative 
with every stove. 


Here is your chance to do your customers a 
good turn. Recommend STOVOIL—your trade 
will be grateful and your profits will adequately 
repay you. 


Superior Laboratories 


Department 902 


Grand Rapids Michigan 
Exclusive Pacific Coast Distributors: 

Fer OTB Roose. 65 Sie eles RAs wives ea sa ewe San Francisco, Cal. 

fo ul FO a ge gO Ra ee Los Angeles, Cal. 

Se SC es OU 655. ard 5c occwininra wiavarcigin cvadawviaaies Seattle, Wash. 











Now is the time to get 
ready for the holiday 
rush and the coming new 
year. Insure your pros- 
perity by modernizing 
your entire store with 
Heller Display Fixtures 
and display tables. Don’t 
let any more business 
which should rightfully 
be yours go to Chain 
Stores. Hundreds of 
others have modernized 
with Heller equipment 
and are finding that the 
equipment is paying for 
itself. Write for catalog 
75A, stating size of store. 


W. C. HELLER & CO. 
700 BRYANT ST. 
MONTPELIER, OHIO 





[_ YOUR srore 
THE HELLER WAY 





HELLER 


BUSINESS BUILDING 
STORE EQUIPMENT 
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The Size of a 
PENNY 
MATCH BOX 





Mounts on any stool 114” or wider 


No. 94 


Casement Operator 


Just picture a mechanism the size of 
the familiar box of matches, yet packed 
so full of power that it will operate a reg- 
ular sized outswinging casement in only 
314 turns of the handle. 


Your advantage lies not only in the 
sterling performance of this Rixson No. 
94 Operator, but in its usefulness on 
stools of any width down to 1! inches 
—which means most stools. Added to 
these features are all the other points 
demanded in even the largest operators 
—no interference with fly screens, auto- 
matically locked when at rest, no rattling 
—and only a few working parts of steel 
stampings and hard bronze. 


Write for full details, or 
see our catalog in Sweet's. 


THE OSCAR C. RIXSON COMPANY 
‘4450 Carroll Avenue Chicago, Il. 


“ New York Office: 101 Park Ave., N. Y. C. 
‘Philadelphia ‘Atianta.. New Orleans Los Angeles Winnipeg 


tf Ul \ 4 
Buildérs’ Hardware 


Floor Checks, Double Acting 
Olive Knuckle Hinges, 












_ Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 





Friction Hinges ‘Qoor*Stays and. Holders 








Keep Your Store Before the Boys 
(Continued from page 69) 


a crowd of boys and girls a fine, worthwhile “turn-out” 
for a children’s stunt? 

Of course, this event was held in the spring, just prior 
to the opening of school, when the average hardware 
dealer has many seasonable toys for outdoor and indoor 
children’s pastimes. A list of names and addresses, 
secured by the provisions of the event, which stipulated 
that they must register to participate, is considered very 
valuable as Tenk’s make it a point to keep an up-to-date 
mailing list of all the children in their trade territory. 
This list is especially valuable previous to Christmas, 
when the firm addresses a letter to each boy and girl, 
using the salutation: “Dear John” or “Dear Mary,” in 
a personal missive, designed to make business good for 
Santa Claus. 

Another thing every store anxious to win the chil- 
dren’s favor, should remember, is that it is often sur- 
prising how easy it is for a child to influence a parent, 
when it is a question of which store is to be favored 
with the family’s patronage. Make the child like your 
store and the child’s parents will like it too. Concerning 
direct results from this particular attraction, Mr. 
Witzleben said: “Our sales during the ten days of the 
event, and particularly on Saturday, the closing day, 
were, we feel, sufficient to make the youngsters under- 
stand that our store is headquarters for toys and sport- 
ing goods in general.” 


That Question of Skill in Sport 


(Continued from page 72) 


put on an entertaining and unique sports event can do 
well to arrange a similar contest. 








Golfer Archer Caster 
Hole No. Yardage Par Score Par Score Par Score 

l 402 4 5 + 5 5 5 
y 385 + + 4 3 5 6 
3 154 3 4 2 3 3 3 
4 487 5 5 4 5 6 7 
5 370 4 4 3 4 5 4 
Totals » 2 WD HM BS 


Interest in Trade Practice Conferences 


The interest that business of the country has taken in 
trade practice conferences is indicated by the heavy ad- 
vance demand the Federal Trade Commission received for 
its pamphlet on the subject giving a complete picture of the 
work done up to date. The willingness of business to regu- 
late itself and at the same time cooperate with the govern- 
ment in eliminating unfair methods of competition, to keep 
its house in orcer and in good repute, is strikingly shown 
by the huge capital represented by business in varied lines 
which has become a party to the conferences. 




















Verified News Notes of Retail Stores 


ARIZONA 


Phoenix—Harry Thompson has sold his 
interest in the Palace Hardware & Arms 
Co., 119-121 West Adams Street, to the 
remaining members of the firm, Roy Mc- 
Carthy, Myron D. Wirt and Charles Luke. 


The concern carries a wholesale and retail | 


stock of hardware and sporting goods. 
ARKANSAS 


Clarksville—The Catlett 
Furniture Co. has _ succeeded 
Goforth. 

Harrison—The Hale Hardware Co. has 
purchased a store building, which will be 
remodeled, redecorated and modern fix- 
tures installed. 


CALIFORNIA 


Los Angeles—The Carter Hardware Co. 
is now occupying its new quarters at 


AS. RS 


125-7-9 North Los Angeles Street, with a | 


wholesale and retail stock of hardware. 
Sawtelle—The 

opened a store at 

Boulevard. 


Hardware has 


Santa 


Briscoe 
11627 


COLORADO 
Center—J. H Melville Lumber Co. has 
recently moved into its new building. 
CONNECTICUT 
Hartford—Tracy, Robinson & Williams 
Co., 281 Asylum Street, recently suffered 
a fire loss. The firm’s business is both 


wholesale and retail, and was established 
in 1865. 


FLORIDA 


Jacksonville—The Towers Hardware 
Co. has opened a store at 10 West Bay | 
Street, carrying a wholesale and _ retail 


stock. Modern fixtures have been installed. | 


ILLINOIS 


Decatur—Caldwell & McLallen, Inc., 321 | 
North Main Street, will discontinue busi- | 


ness. 

Oak Park—The Oak Park 
Store has engaged in business at 21 Chi- 
cago Avenue, carrying a complete line of 
hardware. The concern also operates a 
branch store at 242 Chicago Avenue. 

Quincy—Burmac Co., Inc., and the Cen- 
tral Radio & Elec. Co. have been consol- 
idated, occupying a store at 723 Maine 
Street, M. W. Windsor is proprietor. 

Pana—Tex Bros. will open a store here 
about Oct. 1. Modern fixtures and a new 
store front will be installed. 

Woodstock—The Bohn Hardware Co. 
has taken over the business formerly con 
ducted by the A. D. Osborn Hardware Co. 


INDIANA 


Ft. Wayne—The Main Auto Supply Co., | 
| a retail store at 383 Broadway. 


which recently suffered a fire loss, occupied 

temporary quarters at 214-216 West Main 

Street until its building is repaired. 
Mays—C. Sharter has disposed of his 

stock and retired from business. 

are 


Middletown—Young and_ [‘razier 


successors to George E. Tykle. 


Hardware & | 


| Street, has taken over 


Monica } 
| at 757 Western Avenue, West Lynn. 


Hardware | 


IOWA 


Hillsboro—T. G. Lazenby has opened a 
store here. 

Templeton—The wholesale stock of 
J. H. Kohorst 
Kathmann. 


Udell—The stock of John De Loss Fox 


| was recently damaged by fire. | 
New Orleans—Felix Borne, Jr., 611-627 | 
Patterson Street, will erect a store building | 


and install a complete stock of hardware. 
MASSACHUSETTS 


Attleboro—The Attleboro Paint & Hard- 
ware Co. has been formed 
retail business at 87 Park Street. 

East Boston—The Loco Hdwe. & Sup- 


ply Co. has established itself in business at | 
| —short shaft and perfect 
| balance, this is the one 


307-311 Benn Street. A wholesale stock 


will be carried. 

Lynn—James R. Hughes Inc., 179 Lewis 
the business for- 
merly conducted by the Southwick Hard- 
ware Co. The concern has a branch store 


Ware—Carl E. Williams has acquired a 


| half ownership in the J. B. Sibley & Son 


The 


_— 


hardware business at 41 Main Street. 
concern carries both a wholesale and 
tail stock. 


MICHIGAN 
Holland—The Central 


commenced business, handling 
wholesale and retail stock. 
Northville—Walter A. Ware will ereci 
a new one-story building, part of which 
will be used as a hardware store. 
St. Clair Shores—T. W. Smiley 
ware has moved to a new location. 
MINNESOTA 
Le Sueur—Coleman Bros. Hardware Co. 
has been incorporated to conduct a hard 
ware business with capital of $50,000. 
MISSOURI 
Joplin—The E. F. Speck Lumber Co., 
Inc., 219 North Harlem, has recently been 
incorporated by E. F. Speck and others. 
$20,000 is the capital stock. 


Hardware has 


Hard 


NEBRASKA 
Sprague—Bachmans Cash 
has been incorporated here. 
NEW JERSEY 
East Orange—Theo. J. Kramer, Inc., 
will open a store at 18 Washington Place. 
The concern also operates a 
store at 37-39 Washington Street, Bloom- 


field. 


Store, Inc., 


NEW YORK 


Astoria—S. Schwartz & Son has opened 


Brooklyn—Greschler Bros. moved to a 
new location at 660 Fifth Avenue about 
Oct. 1. 

Homer—A. 
gaged in business here. 


| of hardwarer is carried. 


| STROKE 


is now owned by F. J. | 


to conduct a | 


| putting with this Beckley- 
| Ralston Stroke Saver. 


both a | 


hardware | 


B. Brown & Son have en- | 
A complete stock | 


ECKLEY ~ RALSTON 


SAVERS 









EZ 


| SHORT |S 
game 


E average golfer— 
immediately im- 
proves his or her 


With tapering square grip 


putter that assures relaxa- 
tion and instills the confi- 
dence so important to 


| sinking 20 footers occa- 
| sionally, 6 footers consist- 


ently and 4 footers al- 
ways. 


Nationally Advertised 


A real program of adver- 
tising in The Saturday 
Evening Post, Colliers 
and all leading golf maga- 
zines is sending golfers to 
their dealers for Beckley- 
Ralston Stroke Savers. 
Display them and you too 
will attract some of this 
worthwhile business to 
your store, 


THE BECKLEY- 
RALSTON CO. 


Manufacturing Division 
45 West 22nd Street 
CHICAGO, U.S.A. 





In en: 
Matched Sets 
The four Short Game 


irons — Putter, Approach 
Cleek, Chipper and Nib- 
lick are being sold in 
matched sets or singly 
where desired. Ask us 
about them. 





Purrer ApproacnCieex CwHipreR 

















Nie.icK 
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Hot of the N 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have heen copied, the rest will be.” 





“Some of them 














Jack: “So your father demurred at 
first because he didn’t want to lose 
you?” 

Ethel: “Yes, but I won his consent. 
I told him that he need not lose me. 
We could live with him, and so he 
would not only have me, but a son-in- 
Jaw to boot.” 

“H’m! I don’t like that expression 
‘to boot.’ ” 





The man was playing alone. Two 
boys kept following him around the 
course. At the ninth hole, he turned 
to the boys and said, “You'll never 
learn to play watching me.” 

“We're not watching you,” said one 
of the boys. “We’re going fishing as 
soon as you dig up some more worms.” 





“Tommy, can you tell me one of the 
uses of cowhide?” 

“Er, yessir. It keeps the cows to- 
gether.” 





“My boy, when you grow up I want 
you to be a gentleman.” 

“TI don’t want to be a gentleman, pop 
—I wanna be like you.” 





Beggar: “Kind was not 
always like this.” 
Lady: “No. Last week it was your 


other arm that was missing.” 


lady, I 





Interviewer (to author whose book 
has just made a great hit): What first 
gave you the idea to write this book ?” 

Modest Author: “Oh—er—I'd just 
bought a bottle of ink.” 





Please, ma’am, may we borrow your 
phonograph ? 

Do you want to dance? 

No, we wanta sleep. 





Kitty—“Jack says he can read me 
like a book.” 

Phyllis—“Perhaps he means, dear, 
that you are a very plain type.” 





Those Mail Order Catalogs 


UR woman’s college studies prices 

on every thing that cheap or nice 
is. To aid them in researches deep, a 
file of catalogs they keep. Mail order 
houses print them neat; their stock of 
these is incomplete. So recently an ad 
appears, requesting those of recent 
years, and urging friendly rural folk 
that they through dusty attics poke, 
and send in, will they be so kind, back 
number catalogs they find. Pursuing 
such game to their lair, to hope for 
luck I should not dare; I fear they’ve 
gone, shall I say where? I'm inex- 
perienced at best in this here mail 
house price list ‘quest. I never yet be- 
came ecstatic on finding same within 
an attic, but were I with such longing 
took, that ain’t the place where I would 
look. Yea, were I with such craving 
curst, I know right where I'd seek 
them first. I know right where they 
disappeared, for I myself am country 
reared.—Bob Adams, in the St. Paul, 
(Ark.) Mountain Air. / 





Daughter—“Dad, I 
money for my trousseau.” 

Father—‘‘But, my dear child, I didn’t 
even know you were engaged.” 

Daughter—“Good heavens, Father! 
Don’t you ever read the papers?” 


want some 





There is a story about a Scotchman 
whose daughter was being married and, 
as the bride and groom were about 
to leave the house, Sandy insisted that 
they should leave by the back door in- 
stead of the front. “Whist, Sandy,” 
whispered his wife, “are ye clean 
daffy ?” 

“Hush, woman,” he replied, “if there 
should be any rice throwin’, I thocht 
it would be verra, verra nice for the 
chickens.” 





Your wife is talking of going to 
France this summer. Have you any 
objections ?” 


“No, certainly not. Let her talk.” 





Move along with the world-—or it 
will move along without you. 








Courtesy Collier’s Weekly 


Sales Resistance 
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No. 3407 Glass Shelf Rail 


RINGCO 


RINGCO Glass Shelf Rails are just the thing for customers who have glass 


shelves in their bath rooms. They protect the various toilet articles from being 





pushed or knocked from the shelf, and add materially to the appearance of 


the shelf. 
RINGCO Shelf Rails are made of solid brass, highly polished and heavily 


nickel plated. They never rust or corrode. Show them when you sell a shelf. 


We also make AMERICAN RING COMPANY pooling 


Furniture ber. Send for 


eusuueuueeTETESEEEEET. 


Trimmings, W b : ¢ ‘cut 
. aterbur onnecticu 

Upholsterers 7 Branch Offices: —, bead 
Nails, Eyelets, Boston—170 Summer St. New York—2 Hudson St. nce Ss 
Grommets and San Francisco—116 New Montgomery St. 

Washers Chicago—29 E. Madison St. 
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The Mitre Box Every 
Carpenter Should Have 


Its unbreakable all-steel construction 
insures durability, rigidity, absolute ac- 
curacy at all times, and elimination of 
maintenance costs. 

This means that when it is once sold, 
it stays sold—no bothering with repairs 
or making adjustments on broken parts. 

Of special interest to the carpenter is 
the new Patented Framing Scale, which 
will give the proper angle at which finish 
and trim for roofs, staircases, etc., should 
be cut for any given rise per foot—it 
means elimination of tedious figuring and 
laying out. 

There are nany other new and practi- 
cal features in this mitre box that every 
carpenter will appreciate. They just 
won’t be able to resist this box. 





















No. 1285 


With 28 x 5 inch saw— 
Also made in four other sizes 


List price - 
| GOODELL: PRATT COMPANY Sootsmiths GREENFIELD, MASS. U.S.A 


‘272 GOODELL PRATT 


Write for proposition 


1 bol OL OR 1 el @) Bie (Ole) He) 


NEW YORK OFFICE ONDON OF 
O7 LAFA SRM Ge- hs (27 QUEEN VICTORIA ST. 
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“6 GEM” 


Adjustable 
RADIATOR SHIELDS 


The unique ADJUSTABLE feature of 
“GEM” Adjustable Radiator Shields saves 
stock-storing space for you and money for 
your customers. A comparatively few 
Sizes cover every radiator size requirement, 
and the five handsome finishes lend them- 
selves to any type of interior decoration. . 
Mahogany Wood Grain finishes for dark interiors. 
10 popular sizes adjustable to radiator top widths, 
6” to 13”; lengths, 11” to 65”. Retail at $5.00 to 
$8.00. Beh & Co., 1140 Broadway, New York, N.Y. 














Buy from your jobber 



















Reserve Strength Counts 


Your customers may never require 

ALL the STRENGTH that is built 

into the COES  Steel-Handle 

es but it’s THERE if they 
0. 


BEMIS & CALL CO. 
SPRINGFIELD MASS., U. S. A. 














Two O-CEDAR Deals 


In connection with our big national newspaper cam- 
paign to the consumer covering 100 cities, featuring 
O-CEDAR POLISH, O-CEDAR MOPS and O-CEDAR 
AUTO POLISH, we are offering these exceptional 
profit-making opportunities to the dealer: 


Deal No. 1280 Deal No. 720 





; - : List Price List Price 

1 Doz. No. 0-CEDAR ” _ 

Polish Bove ...... << 12.00 1 Doz. 15-02. O-CEDAR 

1 Doz. 12-0z. O-CEDAR AUTO POLISH ...... $12.00 

Polish ...-..++-++0+- eee OMe BON <ocn cise anne 4.80 

$19.20 we 

fk ey, MOET Cee 6.40 a * 
meee ric ee ee 2 

Price: 00° Wells cas sc cucex $12.80 Petes: or bined 


FREE 1 Doz. 15-0z. O-CEDAR FREE 1 Doz. No. 43 0-CEDAR 
Auto Polish, Value $12. Hand Dusters, Value $6. 


ORDER FROM YOUR JOBBER TODAY! 
O-CEDAR CORPORATION Chicago, Iil. 











Here’s a Bottle Capper 
That Needs No Adjystment 


Has no screws—no springs—no parts to 
cause trouble. 

Saves time on every bottle. Made in sizes 
for every requirement. 


The “REX” Also Corks Bottles 
Our handy corking attachment is quickly 
attached, permitting bottles to be corked air 
tight in a jiffy. Get prices. 

The REXHOUSE Mfg. Co., Inc. 

105 Cottage St., Poughkeepsie, N. Y. 


“REX” 
GIANT 

















Increase Your Profits without Cost 
(Continued from page 85) 

The secret of these meetings is to make them as 
friendly as possible. Get everybody talking and inter- 
ested and the mail order demon or the chain store ogre 
will be eliminated from your thoughts. 

This experiment, unlike other sales building ideas, 
involves no expense. Your time for a few hours once 
or twice a month regularly will, in a few years, greatly 
increase not only your sales but, more important, the 
interest of your salespeople in your store. 

We are entering an era in business in which the well- 


planned and well-managed establishment will have little 
cause for worry, but the store in'which management 
and ideas to increase sales are frowned upon had better 
prepare for a speedy withdrawal from the picture. 

If your store is one of the thousands of eight-cylinder 


ones operating on two cylinders, think deeply about the 
advantages of store meetings and take some action. 








STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIR- 
CULATION, ETC., REQUIRED BY. THE ACT OF 
CONGRESS OF AUGUST 24, 1912. 

Of HARDWARE AGE, published weekly at New York, N. Y., 

for Oct. 1, 1929. 
State of New York, County of New York, ss. 

Before me, a Notary Public in and for the State and county 
aforesaid, personally appeared E. P. Beebe, who, having been 
duly sworn according to law, deposes and says that he is the 
Assistant Treasurer of the Iron Age Publishing Co., Publishers 
of HARDWARE AGE, and that the following is, to the best 
of his knowledge and belief a true statement of the ownership, 
management (and if a daily paper, the circulation), etc., of 
the aforesaid publication for the date shown in the above 
caption, required by the Act of August 24, 1912, embodied in 
section 411, Postal Laws and Regulations, printed on the reverse 
of this form to wit: 

1. That the names and addresses of the publisher, editor, 
managing editor, and business managers are: Publisher, Iron 
Age Publishing Co., 239 West 39th Street, New York City; 
Editor, Llew Soule, 239 West 39th Street, New York City; 
Managing Editor, Llew Soule, 239 West 39th Street, New York 
City; Business Manager, George H. Griffiths, 239 West 39th 


Street, New York City. 

2. That the owner is: (If owned by a corporation, its name 
and address must be stated and also immediately thereunder 
the names and addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If not owned by 
a corporation, the names and addresses of the individual own- 
ers must be given. If owned by a firm, company, or other un- 
incorporated concern, its name and address (as well as those of 
each individual enember, must be given.) United Publishers 
Corporation, 239 West 39th Street, New York City. 

3. That the known bondholders, mortgagees, and other se- 
curity holders owning or holding one per cent or more of total 
amount of bonds, mortgages, or other securities are: (If there 
are none, so state.) None. 

Stockholders of United Publishers Corporation owning in excess 
of 1 ‘per cent: United Business Publishers, Inc., 239 West 39th 
Street, New York, N. Y. 

Stockholders of United Business Publishers, Inc., owning in 
excess of 1 per cent: C. S. Baur, 3559 164th Street, Broadway, 
Flushing, L. I., N. ¥.; George H. Buzby, Philadelphia, Pa.; 
J. W. Davis & Co. (Partnership), New York, N. Y.: Anna B. 
Frank, Pleasantville, N. Y.; Fritz J. Frank, Pleasantville, N. Y.; 
Lee, Higginson & Co. (Partnership), New York, N. Y¥.: C. A 
Musselman, Philadelphia, Pa.; A. C. Pearson, Montclair, N. J.; 
Lelia C. Pearson, Montclair, N. J.; Frederic C. Stevens, 325 West 
End Ave., New York, N. Y.; (A) Frederic C. Stevens Co., 23 
Prospect Terrace, Montclair, N. J. 

Note (A)—Stockholders of Frederic C. Stevens Co.: Velma S. 
Stevens, 325 West End Ave., New York, N. Y.; F. C. Stevens, Jr., 
325 West End Ave., New York, N. Y.; Velma I. Stevens, 325 West 
End Ave. New York, N. Y.; Frederic C. Stevens, 325 West End 
Ave., New York, N. Y.; Ruth S. Kane, Montclair, N. J. 

4. That the two paragraphs next above, giving the names of 
the owners, stockholders, and security holders, if any, contain 
not only the list of stockholders ,and security holders as they 
appear upon the books of the company but also, in cases where 
the stockholder or security holder appears upon the books of the 
company as trustee or in any other fiduciary relation, the name 
of the person or corporation for whom such trustee is acting 
is given: also that the said two paragraphs contain statements 
embracing affiant’s full knowledge and belief as to the circum- 
stances and conditions under which stockholders and security 
holders who do not appear upon the books of the company as 
trustees, hold stock and securities in a capacity other than that 
of a bona fide owner; and this affiant has no reason to believe 
that any other person, association, or corporation has any in- 
terest direct or indirect in the said stock, bonds, or other se- 
curities than as so stated by_him. 

E. P. BEEBE, Assistant Treasurer. 

Sworn to and subscribed before me this 1st day of October, 

9. 


ULIA C. H. ALLEN, 
3367, Register’s 





J 
Notary Public, Queens County, Clerk’s No. 


No. 3982, New York County; Clerk’s No, 446, Register’s No. O-8a, 
Kings County; Clerk’s No. 97, Register’s No. 307. 


Expires March 30th, 1930. 
[Seal] Julia C. H. Allen, Notary Public, Queens County. 


Commission 
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The Best is none too good _Every Home Has Wanted This! 


SHARK BRAND | 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 


! 

| 

| APPROVED BY 

| OD _HOUSE- 

| KEEPING INSTI- 
TUTE 








N 
A 


and 
MOD 
R L 
TE 


Trade Mark p Ad tay 
INSTITU 





Beware of Imitations 





B. A. Berg Manufacturing Co., Ltd. 


pcan itany. ome » C O T 4 


are sturdy and well made and | WATER PRESSURE FORCE PUMP 


craftsmen and lovers of good morgen eon : Agen 
. . ‘old weather will me clogged drains. You can do a go 
tools appreciate their known Saaiien oa real datant profit with the Scott Water praathe 


i 
quality because of their reputa- | oe eraaadbernats., 
tion. 


Manufactured by | 
| 





Takes care of the most obstinate 
eases. Connects to hot or cold faucet. 
Force cup is placed over sink drain. 
Center of cup is pressed down until 
it touches drain, where it is then 
held by suction. Force of running 
water will quickly remove any ac- 
cumulation in trap or pipe. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels | 
Common and Half-Round Gouges 


























Filler and Drainer Made of special grade of rubber that 
We car a full line of Most hardware stores al- withstands scalding water. Protected 
SWEDISH Made TOOLS and HARDWARE Se ee eee by heavy flexible wire wrapping. 
Order from your jobber today, or write ries, pours, washday water Screws on threaded faucets, but Scott 
mechanically. Three times Faucet Adapter permits use on any 
SCANDINAVIAN os Rae syphon. If wo type. Nationally advertised. Al- 
Porm ee ae ready on sale in most metropolitan 
WESTERN IMPORTING COMPANY, Ltd. Wile totem fer Casevtgtive feller, prices 
107-109 Lafayette St., New York SCOTT PUMP COMPANY 
609 E. Hennepin A 304 Rail Exehange Bidg. istine Bldg. | 
Minneapolls, Mina. Seattle, wan. CMontrest, Can. 645-653 ATLANTIC AVE., ROCHESTER, N. Y. 




















 oudiow MYERS 
a HousePumpsareBetter 
fp) Built Than Ever Before, 


House Pumps—lIn the kitchen, in the basement, on the back porch, in the 
yard, or at the barn and feed lots—many of your customers depend upon them 
for their daily water supply. 
















MYERS 
PATENTED 


COG-GEAR 


The profit line in this field is the Myers Line of better built House Pumps. 
Distinctive in design, attractively finished, and with many out-of-the-ordinary 
house pump features, they harmonize with any surroundings, operate easily, 
have larger capacity and give many care-free service years. 


With a style and size for every requirement, the dealer who sells them sells 
satisfaction from a service standpoint as well as a profit standpoint. It will pay 
you to stock this “Honor-Bilt” line of Myers House Pumps. 


1 re ||P Write or wire. 
' en | 















or 
COCK SPOUT 






PATENTED 
_ GLASS 
_ SEAT 





pry ——— 7 
& BRO.¢e: 
ASHLAND, OHIO. 
Manufacturers for over Fifty Years of MYERS HONOR BLT PUM es for Every 


Purpose. 
WATER SYSTEMS-HAY and GRAIN UNLOADING RN.FACTORY and 
GARAGE DOOR HANGERS: STORE LADDERS, Etc. 





BRASS 
CYLINDER 
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For Every 
Carpenter’s Tool Box 


FORSTNER 


Labor Saving 


AUGER BIT 








Bores Any arc of a circle 


No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. 


Combines many tools in one. Does the work 
of a chisel, gouge, scroll-saw or lathe. 


The Forstner Auger Bit is guided by its 
circular rim instead of its center, conse- 
quently it will bore any arc of a circle, and 
can be guided in any direction regardless 
of grain or knots, leaving a true, polished 
surface. 


Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Sold singly or in convenient sets. Good 
profit. 


Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 














Steel Sheets ¢%= 


THAT GIVE MAXIMUM RUST-RESISTANCE! i 








Highest quality steel sheets for the engi- 
neering, railway, industrial and general 
construction fields. 
the largest and oldest manufacturer of 


Ihe products of this Com- 


pany represent highest stand- 


ards of quality and service. 
Made right—sold right. 
CONTRIBUTOR TO—— 
SHEET STEEL 


TRADE EXTENSION COMMITTEE 





This Company is 


AMERICAN 


STEEL SHEETS /or Every Purpose 


Black and Gileadinsll Sheets, Gidea 
Rust-resisting Copper Steel Sheets, Tin 
and Terne Plates adapted to all known 
uses. Sold by leading metal merchants. 


DISTRICT SALES OFFICES: 
Chicago, Denver, Detroit, 
Cincinnati, New Orleans, 
New York, _ Philadelphia, 
Pittsburgh, and St. Louis. 
Write nearest Sales Office 
for information and booklets, 





Manufactured by 









~ Quality Products 


AMERICAN BripGk COMPANY 
AMEKICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 


\merican Sheet and Tin Plate Com 


ree, UNITED STATES STEEL CORPORATION 





General Offices: Frick Building, PITTSBURGH, PA. 


SUBSIDIARY OF 


ee 


Dependable eve 








PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 
CARNEGIE STEEL COMPANY ILLinots STEEL COMPANY 


FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY 











Tue LoRAIN STEEL COMPANY 
MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
UNIVERSAL PORTLAND CEMENT COMPANY 


Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. ZLxfort Distridutors—United States Steel Products Company, New York City 
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GUARANTEED 


Ne WY A 
a uy a 


Sites Weenches 


Vp 








Already packed in a strong box 
Sizes 6” to 24” 


This set of Six Genuine Oswego Stillson 
Wrenches can be sold almost as easily as a 
single wrench, increasing your turnover and 
volume. The light, compact box in which we 
pack each set, is strong enough for parcel post 
shipment to out-of-town customers, and is a 
great advantage in storing, handling and 
demonstrating the set. 





GUARANTY TAG 
ATTACHED TO 
EACH WRENCH 





18” 

Each wrench has behind it 

more than forty years’ experi- 

ence in the manufacture of 

quality tools, and is guaranteed 

against defective material and 
workmanship. 


The OSWEGO TOOL Co. 


Established 1887 
OSWEGO 


Incorporated 1893 
NEW YORK 











XNT NAILS 














| TOM 
PAUL 
REVERE’S 
HOUSE- 


Comes This. | 
Staunch Old Nail 


The nail pictured above has seen more than two 
hundred years of service in the historic house of 
Paul Revere at Canton, Mass. Notice that this nail 
has four sides—four gripping surfaces. That's the 
secret of its remarkable holding power! 

Today, Reading Cut Nails embody the same 
ideals of craftsmanship and endurance. They are 
wedge-shaped for a permanent grip. Generations 
of experience have proved their superior durability 
and economy. And there’s a size of Reading Cut 
Nail for practically every building need. 

Write for our new illustrated catalog—get the 
profitable facts about Reading Cut Nails. 


READING IRON COMPANY 
Reading, Pennsylvania 

Atlanta = Cincinnati Pittsburgh Fort Worth 

Baltimore Detroit Cleveland Seattle 

Boston Houston St. Louis Philadelphia 

Buffalo Los Angeles Tulsa New Orleans 

Chicago New York SanFrancisco Kansas City 








READING 
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All ith-P rou ty i 


SET ANY SAW 
| Quickly, Easily and 
| Accurately with the 


Sits 



































PISTOL GRIP 
‘SAW SET 


| The exclusive oscillating 
| plunger, set to the pitch 
of the tooth, permits set- 
ting both sides alike. A 
| handy tool that should be 
| in every carpenter’s kit. ce Patented 
i in full nickel or va April 8, 1924 


| 
| 
| 
| E. C. STEARNS & CO. 
| 
| 
| 
| 








Syracuse, N. Y. 
Makers of Good Hardware 
Since 1864. Lawn Mowers, 

| Lock Fast Gates, Saw Vises, 
| Clamps, Etc. 


Sales Representatives 


T 
p 4X i... Li Bog Hardware Agency Co., 6 Battery March St., Boston, Mass. 
Pea _. W. R. Voorhees & Co., 417 Market Street, San Francisco 
a ” | Thomas A. Troy, 150-152 Chambers Street, New York 
| 


| A. H. Deveney & Co., 1505 Fourth National Bank Building, Atlanta, Ga. 








ANNU 


On and On FANS— 


They roll on—they stay-—for years and years. 


To be exact, A-P No. 2 Reliable Round Track MILLIONS OF THEM 


Straight Sliding Door Hangers have been roll- 





ing on and staying on for a quarter of a cen- Golf fans—base ball fans—boxing fans—we’re 

tury. Reasons? Upper roller bearing wheel a nation of fans. Twelve months a year— 

with grooved, machined tread and hardened every day in each week—we’re interested in 
3 ee . . sports, and twelve months a year we create a 

steel axle can’t jump, stick or jam. The lower emand for SPORTING GOODS. 

guide wheel makes binding and disalignment Wo take ene abetw ai@ier soln: ond 

impossible. The heavy, high carbon steel must be well equipped. We're constantly on 

round tube track with slotted back for sufficient the lookout for better equipment. 

properly placed brackets also gives years and We teék tm the hastens eucdianl’s eitiah, 

years of sagless service. Malleable hangers and if he has something to show us we’re keen- 

of great strength have no rivets or bolts need- ly interested. 

ing tightening or replacing. They save time In the regular sporting 

for builders, satisfy architects and give the goods issues of Hardware 

owner troubleless service. And these factors Age — published every 


make money for dealers. mutt tscas ot ie 
month—you will find 


Hardware merchants should all have. the A-P 
Catalog No. 97 to get acquainted with this, 
and other A-P building specialties, that will 
add to their profits. 


ALLITH-PROUTY CO. Danville, Illinois 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 
Rolling Ladders Overhead Carriers 
Spring Hinges Door Hangers 

Airport Door Hardware Malleable Iron Washers 
Industrial Door Hardware Stadium Seat Brackets 


Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport and 
Garage Door Hardware 




















practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 














ecirical Goods 
MARD WARE AGE 




















>_> rz ff 
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Announcing 


the new 
HOOVER DUSTER 


an additional proof of Hoover Leadership 


Light, convenient, ever ready for use, the new Hoover Duster, com- 
bined with the standard Hoover Dusting’ Tools, offers a superior dust- 
ing service for either home or commercial use. Its special ball-bearing 
motor produces suction ample for the most difficult dusting duty. The 
dusting tools are left permanently attached to the Duster so that the 
customary trouble of attaching them to the cleaner itself is eliminated. 
The long-armed tools reach moldings and draperies with ease; no 
step-ladder is needed. In actual cleaning only the weight of tool being 
used is lifted, the Duster gliding easily over the floor on runners 


With these advantages of efficiency, convenience and ease, Hoover Dealers will 
find in this Hoover Duster, sales possibilities comparable to those of The 
Hoover itself. The Hoover Duster will retail at $29.75, with Hoover Dusting Tools, 
$42.25. It can be used with any Hoover Dusting Tools made since February, 1924 


‘Every Hoover Sale is a Dealer Sale”’ 


THE HOOVER COMPANY, NORTH CANTON, OHIO: The oldest and largest maker of electric cleaners» The Hoover is also made in Canada, at Hamilton, Ontarto 
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ELECTRICAL GOODS SECTION 





OCTOBER 10, 1929 








Two New Records Established at 
New York Radio W orld’s Fair 


WO new records were estab- 

I lished in connection with the 

1929 Radio World’s Fair, which 
was held in Madison Square Garden, 
during the week of Sept. 23rd to 28th 
inclusive. Total attendance figures, 
reached a new mark, with the an- 
nouncement by officials of the fair, that 
306,000 persons had visited the exhibi- 
tion during the six days and nights it 
was in progress. At the close of the 
show, exhibitors reported sales aggre- 
gating $31,000,000, far surpassing the 
business consummated at any previous 
show and indicating that radio dealers 
are looking forward to a very produc- 
tive radio season. 

More than two hundred radio manu- 
facturers exhibited their sets and ac- 
cessories in fifteen hundred booths at 
the Garden and the radio products on 
exhibit were valued at $1,000,000. Ac- 
tual demonstrations of sets were not 
permitted in the Garden, which made 
it imperative that manufacturers, ar- 
range for special demonstration rooms 
in Manhattan hotels, where the sets 
could be heard in operation and tonal 
qualities compared. The German Ra- 
dio Exposition in Berlin has estab- 


Electrical Goods Section 





lished a precedent in this regard by 
making demonstrations possible at the 
Berlin show, by constructing sound 
proof booths for the event. There. is 
some indication that a similar plan will 
receive consideration for the Seventh 
Annual Radio World’s Fair being 
planned for New York at about this 
time next year. 


_ minded hardware mer- 
chants who visited the Chicago Trade 
Show saw and heard a repetition of the 
Chicago event at the New York show, 
with a few refinements and embellish- 
ments. Of course, the general public 
was not admitted to the Trade Show, 
while the New York exhibition is 
primarily given to permit the public 
to inspect the new models and learn 
of the latest developments. The rec- 
ord attendance at the New York show 
would indicate that the public’s inter- 
est in radio is keener than ever. 

It was apparent that television and 
the broadcasting activities of radio 
artists in the Crystal Studio at the 
show, werc the most attractive to the 
largest number of people. The tele- 


vision installation, from all appear- 
ances and in effect, was not radically 
different from last season’s exhibit. 
One thing is certain, television at the 
fair" was 1928-29 television, not 1930. 
Any drastic improvement in television 
methods has yet to make its bow to 
the public. 

Visitors seemed to be more inter- 
ested in tonal” quality, than in any 
other one feature. The next most im- 
portant influencing factor to receive 
consideration was appearance. What 
the new set buyer most desires is tone, 
according to the consensus of manu- 
facturer opinion at the fair. In effect 
they ask: “If an old set would give 
as excellent tone and as faithful re- 
production as a new set, what incen- 
tive would be left to influence the 
prospect to purchase a 1930 model?” 
Appearance is a growing factor, as 
the set must first appeal to the eye, 
secondly, the tone quality must sell the 
ear. Prospective buyers, more than 
ever this year, seem to take it for 
granted that mechanical perfection will 
be found in any standard receiver. 
For this reason fewer technical ques- 

(Continued on page 144) 
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80 PERCENT oF His RADIO 





THE BROADWAY HARDWARE CO.’S SPECIAL RADIO SALES ROOM 


Here the customer is conducted and his attention concentrated on radio without extraneous interference. 
An adjoining room is soon to be equipped for the same purpose, so that two demonstrations can be 


made at one time. 


ADIO heads the electrical pro- 
R cession that marches through 

the Broadway Hardware Co.’s 
big store at 311-13 Westport Road, 
Kansas City, Mo. But even without 
radio, the rest of the procession is 
endless and never succeeds in getting 
past the “given point” which all other 
processions are supposed to pass, ac- 
cording to the standard newspaper 
account. 

Electrical equipment sold by the 
Broadway’ establishment includes 
washers, vacuum cleaners, fans, 
irons, curlers, percolators, toasters, 
waffle molds, griddles—and radio. 
Thomas E. Dyche, captain of this 
mercantile ship, is electric-minded. 
Nearly everything electrical! is a part 
of his lively cargo. 

Including lamp bulbs, his electric 
volume for 1928 ran up to $25,000; 
about four-fifths of it was done in 
the radio department. One hundred 
and twenty-seven sets were sold last 
year, averaging not much less than 
two hundred dollars a set. 

“When a customer comes in,” says 





of the Broadway stock 


How an Electrically - Minded 
Hardware Merchant Learned to 
Sell Sets by the Intensive One- 
Night-Stand Method Right in the 
Customer’s Home—Stays With 
the Machine Until He Gets a 
“Yes” or ‘“No”’—Store Staff 
Men Work Such Sales After 
Hours 


By GEORGE F. MASSEY 


Mr. Dyche, “you can never tell what 
he is going to take out with him, 
even though it depends so largely 
upon your own selling efforts and 
those of your sales people. A man 
may come in for a package of nails 
and you may be able to sell him a 
radio set before you’re through with 
him. Something like that happens 
every once in a while with us. 

“But we try to eliminate as much 
uncertainty as we can. We send out 
factory circulars on all our electric 
lines with our monthly statements. 
That is a simple, but effective, way 
of stirring up interest. It is only 


Incidentally, the antique brass grate and fittings, seen in the picture, are on sale out 


one way, however. Most of our 
radio sets are sold outside the store 
in the buyer’s home. 

“During a large part of the year 
four of us are out five nights every 
week on home radio selling dem- 
onstrations.” That phrase of Mr. 
Dyche’s—“home radio selling dem- 
onstrations’”—is worth repeating, for 
it constitutes the kernel of his radio- 
pushing policy. No set is allowed 
to remain unsold in a home over- 
night. That is no mere arbitrary rule 
fixed by the Broadway firm; sales ex- 
perience fixed it. Mr. Dyche contin- 
ues: 

“When we first took on radio we 
hired a man who had sold it for seven 
years. He was to have sole charge 
of the department. We agreed to 
pay him ten per cent on all radio 
sales, whether made by himself or 
somebody else. In the beginning he 
made 28 home demonstrations with- 
out a single sale. 

“But they were limited demonstra- 
tions. He got the customer to let 
him leave a set in the home on the 
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VOLUME Is sotbD “OUT SIDE” 


theory that the set would sell itself; 
then he would go off and repeat the 
procedure with the next prospect. 
The results showed no _ progress 
whatever. Nobody bought. Because 
of his experience we let him go ahead 
on this plan for a time. 

“At length I told him I thought a 
plan of my own would be worth 
trying, that is, to take a set out to a 
home at night and stay with it until 
the customer bought or refused to 
buy; in case of refusal, to take the 
set away that very night; in no case, 
to leave it without some definite word 
from the customer. He didn’t think 
that would work. 

“Nevertheless I asked his permis- 
sion to cover the next prospect un- 
der my plan. I took a set into a 
home and came away with a check, 
but without the radio. For thirteen 
successive nights I did the same 
thing. | 

“So I let the special radio man go 
and turned the business over to the 
boys in the store and to myself. We 
have handled it ever since. Those 127 
sets we sold last year speak for them- 
selves in more ways than one. 

“For such extra outside sales, of 
course, our people here get their per- 
centage. We now know the plan is 
practical. Our interest is keener and 
we can get along with much less 
stock. At the outset, naturally, I was 
very, very discouraged over the ra- 
dio possibilities ; I had begun to think 
we had stumbled into a business we 
had no business in. But all that is 
changed now. We are all up on our 
toes. 

“It is a mistake, I think, for the 
hardware man to permit himself to 
become entangled in the technicalities 
of radio. Perhaps I shouldn’t admit 
it, but I don’t claim to know any too 


HOW ELECTRIC HOUSEHOLD 
EQUIPMENT IS EMPHASIZED IN 
THE DYCHE STORE 


Though radio leads the electrical proces- 
sion which Thomas E. Dyche keeps mov- 
ing through his establishment it is not per- 
mitted to eclipse other electrical merchan- 
dise in the Broadway plan of hardware 
retailing. It was hot weather when this 
photograph was taken; consequently the 
way to cooler weather was shown to the 
customer by the display of electric fans 
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much about the inside of a set. We 
sell radio entertainment and stay pret- 
ty well away from the involved tech- 
nical terms which few people really 
care about. 

“They are interested primarily in 
entertainment. Often I have taken 
out a set and sold it without knowing 
how many tubes it contained. Now- 
adays a good radio set can be de- 
pended upon to do what it is intended 
to do. That is all that interests the 
prospect. 

“Customer-confidence is the thing 
we strive to build. We try not only 
to fill every electrical need, but every 
hardware need of any description. 
On that principle we have managed 
to make this business grow into what 
it now is from the relatively small 
start we had eleven years ago. 

“It is regrettable, perhaps, but not 
many of our radio sales are actually 
made inside the store, although right 
here is where we get in touch with 
our best prospects. If we did not go 
out after them into their homes, with 
sets to be demonstrated and sold in 
the domestic circle, I’m sure we 


would lose eighty per cent of the 
radio sales we now make. 
“From our experience we can see 


that popular interest in radio tends to 
spread over the whole year. It lasts 
longer into the summer and resumes 
earlier than formerly after the hot 
months. When the nights begin to 
get longer we begin to apply selling 
pressure and keep it up throughout 
the cool and cold months. 

“Just the same, radio sales are no 
longer season-bound. During the 
week of Aug. 11, right in the dog 
days, we sold two sets. Generally 
speaking, the man or woman who 
comes into the store and becomes in- 
terested in a set is the customer we 
sell with the least resistance.” 

On the second floor of the Dyche 
store, in the northeast corner, is the 
Broadway Hardware Co.’s_ radio 
room. It is attractively furnished 
with comfortable chairs, inlaid lino- 
leum—and several radio sets. Even 
the walls and ceiling are in a bright, 
yet restful, shade of soft yellow. 

Here the radio-interested customer 
is conducted and his attention con- 
centrated on radio—and nothing but 
radio. Customers are coming so fast 
that Mr. Dyche plans to equip an ad- 
joining room similarly, so that two 
store demonstrations can go on at the 
same time without interference. 
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farm electrification problems. 


Company. 








HAT size motor is required 

for use with a milking ma- 

chine? Milking machines are 
of two types, portable single or dou- 
ble-unit type, and the non-portable 
pipe-line type. In the portable type, 
the motor is mounted directly on the 
milking machine. For the pipe-line 
type, the motor and air pump are 
permanently located at some conve- 
nient point and vacuum pipe lines are 
run along the stanchions. Power 
requirements for portable machines 
are very low, generally 1/6 hp. for 
a double unit. There is a great 


The talks were originally prepared 
for radio dissemination, by R. H. Rogers of the General Electric 
Progressive hardware merchants, located in rural com- 
munities, should make a careful study of the articles, in order to 
secure a better conception of the possibilities now offered in the mer- 
chandising of electrical farm equipment and the practically unlimited 

potentialities the line will offer in the near future. J 





INES 


T Editor’s Note—This is the tenth of a series of talks, dealing with 
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variation in the size of motor re- 
quired to operate the pipe-line milk- 
ing machine, apparently depending 
upon the type of machine used, as 
well as upon the installation. This 
variation ranges from ¥% to 3% hp. 
per cow milked at one time. Thus if 
4 cows are milked at one time, the 
motor requirements may range from 
4 to 3 hp. 

What will be the cost of operating 
these machines? The farmer has a 
right to expect that his machine will 
not require over 30 kw.-hr. per 


month per 10 cows milked, if it is of 


HE 2 H.P. motor, illustrated 

here, operates a milking sys- 
tem of the non-portable, pipe line 
type. Vacuum and suction out- 
lets ar eprovided in each stall for 
attaching the electric milkers. At 
a rate of 6 cents per kilowatt hour, 
such a machine will milk ten cows 
for a month and consume but 
$1.80 worth of electrical energy 


the pipe-line type and about one half 
that amount if of the portable type. 
At a rate of 6 cents per kw.-hr., this 
will amount to $1.80 per month for 
the pipe-line machine and 90 cents 
per month for the portable unit on 
the 10 cow basis. These figures will 
vary directly with the power rate. 

In this connection, it is interesting 
to note the low power requirements 
of the newer types of machines. In 
Kansas, a new double-unit portable 
machine used 5 kw.-hr. per month 
per 10 cows milked, and two recent 
types of pipe-line machines in Min- 
nesota used an average of 17 kw.-hr. 
per month per 10 cows milked. This 
shows the possibilities for energy con- 
servation. 

Is there a saving of time that can 
be credited to the use of electric milk- 
ing machines? Time studies, con- 
ducted in various States, show that 
there is a very substantial time sav- 
ing. Studies made in Indiana show 
that the time for hand milking, not 

(Continued on page 145) 
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Auto Vacuum Cleaner 


For car interiors 
and all hard- 
to-get-at 
places. 


$19.50 


Model 42 Cleaner 


Fully as effective as 
many selling for twice 
as much, 


$29.50 


Attachments 
$7 extra. 
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New Model 58 
Motor-Driven-Brush 
Ball-Bearing Cleaner 


A triple vibrating—whisking—sucking 
action, resulting from a scientifically de- 
signed rotary brush working in unison 
with a powerful suction, cleans thor- 
oughly and speedily—brightening the 


nap. 


Prorits [HAT COUNT 


The UNIVERSAL family of Vacuum Cleaners is now 
the most completely prepared of any single line to 
assure you of PROFITS THAT COUNT AND 
ABSOLUTE CONSUMER SATISFACTION. 


A Complete Variety of Models: Every customer’s need or 
preference is filled entirely within the UNIVERSAL line, 
which includes every important type of cleaner made. 


Prices that Sell: Though UNIVERSAL Cleaners are of the 
highest quality that money can buy, they are popularly priced 
within the easy reach of every family. 


A Name that is Trusted: No trade name is better known or 
more highly regarded by housewives than UNIVERSAL. It 


stimulates sales and makes your customers your friends. 


Advertising and Sales Helps: Over 10,000,000 copies of the 
foremost National Magazines are carrying UNIVERSAL 
Cleaner Advertisements this year. Counter folders and display 
cards, window display cards, broadsides, newspaper mats, demon- 
stration material—everything you need to present these cleaners 
impressively to your customers is furnished free. 


Our district representative will be pleased to explain how the 
complete UNIVERSAL line will assist you in getting a larger 
share of the cleaner business in your territory. Write today. 


LANDERS, FRARY & CLARK 


NEW BRITAIN, CONNECTICUT 
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WHAT UNDERWRITERS’ LABORATORIES’ 
APPROVAL MEANS IN ELECTRICAL 


APPLIANCES 


By H. J. MAUGER, Chairman 


Heating Device Section, National Electric Manufacturers’ Association 


NY growing industry’s success 
depends on more than its ability 
to supply the public with a new 

and better way of doing necessary 
or desirable things; it depends on 
having sound merchandising policies. 
In the case of electric heating ap- 
pliances, it depends also on_ its 
achievement of reasonable high qual- 
ity standards, and its provision for 
servicing. 

The electric heating appliance busi- 
ness has been successful. It is for- 
tunate that the principal manufactur- 
ers who built it up and, for the most 
part, the retail distributors, have set 
high standards. It was natural that 
the business should have been estab- 
lished by electrical manufactureis and 
that the early appliances were de- 
signed by electrical engineers who 
knew the problems involved in ap- 
plying electric current at high temper- 
atures, so as to make the appliances 
save and serviceable. Professional 
pride tended to produce in-built qual- 
ity. The furbishing came later, as 
pride of possession on the part of 
the users became manifest, and qual- 
ity in appearance was demanded. 

It is true that in the early days— 
say about fifteen years ago—quality 
for a time seemed endangered by 
price cutting, but the stable concerns 
—those who are still in business to- 
day—learned their lessons. They 
learned the value of constructive mer- 
chandising and the value of a good 
name. And the backbone of this 
business today is built around trade 
names that mean millions of assets 
in good-will. 

The early distributors, of course, 
were largely electric light and power 
companies and electrical dealers ; then 
came the hardware and house fur- 
nishings goods stores. The electrical 
trade were naturally strong for elec- 
trical quality which involved high 
grade goods. At the present time 








M. J. MAUGER 











there is a distinct trend toward the 
so-called non-electric channels—and 
with good reason. From the stand- 
point of the purchaser, usually the 
woman, the appliance is not thought 
of so much now as an ‘electric ap- 
pliance, but rather as a devise for 
ironing or making coffee, for exam- 
ple. The retail business is, therefore, 
switching largely to hardware deal- 
ers and house furnishings depart- 
ments. And there is no reason why 
they should not become the leading 
distributors, if they will take the lead- 
ership. That, of course, implies the 
responsibilities as well as the intel- 
ligent effort and enterprise that go 
with merchandising leadership in a 
community. Of course some practical 
technical information is necessary. 
But this may be obtained with the 
help of the trade journals and from 
manufacturer and jobber represent- 
atives handling standard lines. And 
do not overlook the practical know- 
ledge and sales points that may be 
acquired from using the appliances 
in your own home. 


The principal manufacturers are 
working together in the Heating De- 
vice Section of the National Electric 
Manufacturers’ Association to main- 
tain the standard of quality which 
has been established and to work 
with the retail channels of distribu- 
tion to this end. It is our contention 
that sub-standard electric appliances 
should have no place on the shelves of 
any dealer of standing. There was 
a time that the public was afraid of 
electricity, or at least had a very 
wholesome respect for it. But with 
the advent of radio and every school 
boy becoming a radio electrician, it 
may be that familiarity has tended 
to breed some contempt. However, 
electricity generated by power sta- 
tions is of a different form from that 
sent out as radio waves and needs 
considerable safeguarding. No hard- 
ware merchant can afford to be care- 
less of quality, especially as it ap- 
plies to electric appliances. 

One of the most useful agencies 
in safeguarding the industry and the 
public over the last thirty odd years 
has been the Underwriters’ Labor- 
atories, a large part of the work of 
which is testing and approving for 
listing, electrical equipment. It is 
true that the emphasis has been 
placed on wiring and equipment going 
into permanent installation but there 
is a strong movement now supported 
by the manufacturers to give more 
attention to portable equipment and 
appliances which are sold over the 
counter. The Laboratories is a na- 
tional, non-profit organization spon- 
sored by the insurance interests with 
a view to reducing fire hazard; but 
it also takes into consideration casual- 
ty hazard. It was the Laboratories, 
years ago for example, which first 
placed the safeguard around the use 
of electric flatirons, requiring that 
they should be supplied with stands 
and that these should be such that 
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when the iron was left on the stand 
with the current on, there should be 
no scorching of white tissue paper 
placed under it. Nearly all local, 
municipal and state electrical inspect- 
ors recognize Underwriters’ Labor- 
atories listings. They can readily in- 
force standards in permanent instal- 
lations, but it is more difficult to con- 
trol goods sold over the counter. 
There is some movement on foot 
which will make for better control of 
such goods. 

The hardware trade may not be 
as familiar as they should with this 
agency, although they are familiar 
with the Laboratories’ approval in 
the matter of certain safety devices 
for handling inflammable materials 
for example. The manufacturers have 
been working with the Laboratories 
through Industry Conference to set 
up a revised and more thorough set 
of testing specifications for heating 
and cooking appliances, which are 
about to be issued in their final form. 


Dealers should inquire whether the 
appliances they are handling have 
been approved by the Underwriters’ 
Laboratories. It will insure at least 
a minimum electrical and mechanical 
quality, especially from the stand- 
point of casualty and fire hazard. Ap- 
proval indicates that manufacturers 
are careful about quality and about 
their name. Of course, the Labor- 
atories do not go into the qualities 
of finish or appearance, or features 
of convenience. They can only estab- 
lish a minimum of general quality 
with particular specifications on de- 
tails affecting hazard in use. It should 
be pointed out as an exception that 
the Underwriters’ Laboratories, have 
not in the past approved electric heat- 
ing pads; but this situation will be 
corrected as soon as standard spe- 
cifications can be worked out by the 
Underwriters’ Laboratories. In the 
meantime the safest thing to do is to 
buy pads of established reputation. 

Many fires occur each year through 


the careless use of electric irons and 
the insurance interests, through the 
Laboratories, have urged upon the 
manufacturers the development of 


automatic flatirons. To produce au- 
tomatic irons reasonable foolproof 
has meant years of development and 
now rigid specifications are being 
drawn up by the Laboratories which 
will safeguard the public in securing 
reliable automatic irons. 

Hardware merchants should be 
cognizant of the qualities insisted 
upon by the Underwriters’ Labor- 
atories. Even if the dealer feels that 
he must necessarily handle cheaper 
appliances in order to compete on 
prices, he should push approved ap- 
pliances, for often a customer’s ex- 
perience with an inferior appliance 
will create ill will for the merchant 
who has sold the sub-standard device. 
Study the superior features found in 
approved quality appliances and be 
able to intelligently explain the dif- 
ference. 





“WILL TT U 


HE query, “Will it use much 
electricity?” is often pro- 


pounded by a prospect when 
the hardware dealer has completed 
his sales talk on a proposed new elec- 
trical appliance which the customer 
contemplates purchasing. As a rule, 
most customers have a misconceived 
idea with regard to the current con- 
sumed by the ordinary electrical de- 
vices, and quite often the merchant 
will find it to his advantage to ex- 
plain the relative cheapness of elec- 
tricity when compared with other 
family expenses. When the service 
rendered is considered, electricity is 
without question the cheapest item. 
The average American family 
spends only twenty-eight dollars and 
thirty cents a year for enough elec- 
tricity to illuminate their home and 
operate several labor-saving appli- 
ances, such as the iron, toaster, vac- 
uum cleaner, radio, fan and heater. 
Electricity costs the average Ameri- 
can family about the same amount 
per day as the day’s newspapers, 1% 
package of cigarettes, 1 street car 
ride, 34 of a shoe shine, 34 of the 
smallest tip, 1% telephone calls or 
1/7 of a haircut. The total electric 
light bill for the nation for all pur- 
poses is less than that for candy and 
tobacco. 
Electrical Goods Section 
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In this connection hardware mer- 
chants should be interested in the fol- 





EC TRICITY?” 


pared by the National Electric Light 
Association to show the energy used 


lowing table, which was recently pre- by the principal electrical appliances: 








S$ S ! os co 
; 2° EES 
o 508 Ag 
=} Z2ES ome 
= Sr ie Wa) vo 
< 63s 2 ek 
B.S Sun 
Flatirons .... 15,300,000 14,500,000 
Vacuum 
Cleaners .. 6,828,000 5,800,000 
Washing 
Machines . 5,000,000 4,250,000 
oe 4,900,000 4,165,000 
Toasters .... 4,540,000 2,270,000 
Percolators . 3,500,000 1,750,000 
Radio Sets... 2,700,000 2,565,000 
Space 
Heaters ... 2,600,000 1,300,000 
Sewing 
Machines . 700,000 350,000 
Ironing 
Machines . 350,000 300,000 
Refrigerators. 755,000 720,000 
Ranges ..... 725,000 675,000 
Oil Burners. 423,000 400,000 
TERME Wa oveleleia dates twieialstorse lh kw tiawe ey eo 


All other appliances plus lighting..... 


Total sales of domestic electric service in 1928.... 


Estimate Use of Current 
Kw-Hr. per Year 


ee S poke 
<¢ a <. 
Se = $ a ry = 0 
5 ° eO Sy: 
oa e we: 
a2 > Ress 
SED 2 Zao 
72 1,044,000,000 6.55 
36 209,000,000 6.55 
24 102,000,000 6.55 
16 * 66,640,000 6.55 
50 113,500,000 6.55 
50 87,500,000 6.55 
60 153,900,000 6.55 
40 52,000,000 6.55 
10 3,500,000 6.55 
125 37,500,000 6.55 
725 522,000,000 3.50 
1,500 1,012,500,000 2.50 
200 80,000,000 3.50 
Sy 3,484.040,000 
SNE ONE 5,004,960,000 
8,489,000,000 


Notes: Column 1: Estimates based upon the summation of annual production of 


appliances, less an estimated “mortality.” 


Column 2: This is column 1 scaled down 


by an estimate allowing for duplicate and unused appliances in various homes for 


houses unoccupied, etc. 


Column 4: The 6.55c. is the average rate paid for all domestic 


service in 1928; other figures are estimates based upon the average reduction in rates for 


use of the quantity shown in column 3 (a). 
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‘JHE 


ELECTRIC 
FLOOR MACHINE 
Applies WAX 

automatically 
POLISHES, SCRUBS, SANDS 

all Kinds of Floors 
ee? 

Complete Equipment 
includes Automatic Waxing 
Unit, 2 Waxing Brushes, 2 Pol- 
ishing Brushes, 2 Felt Buffing 
Pads, 2 Gallon of Wax, 24 Feet 
Rubber Cable, Universal Motor. 


Weighs less than 16 lbs. 










REGINA 


Hardest Household 
* Drudgery eliminated | 
* easily and quickly © 
the REGINA way © 


THE REGINA CORPORATION 
RAHWAY ««cceces NEW JERSEY 


—=—. 


DEALERS and 
JOBBERS 


Mail Coupon for Com- 
plete Information as 
territory is being rap- 
idly allotted. 
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THE REGINA 
VACUUM CLEANER 


is complete with all attachments 


and the REGINARATOR for 
Moth Proofing and Sanitizing. 


THE REGINA CORPORATION 
RAHWAY, NEW JERSEY 
including di ts, about the REGINA 





Please send me infor 
ELECTRIC FLOOR MACHINE. 















NAME 












CITY 

















132 


HARDWARE AGE for OCTOBER I0, 1929 





WHAT ARE THE PROSPECTS FOR THE 


WINTER RADIO SEASON’? 


HAT new factors will effect 

the radio market ? What new 

conditions will the hardware 
merchant who handles radio have to 
take into consideration during the 
approaching winter’s radio season? 
The preceding questions should be 
very apropos at this time, as we are 
about to enter what is generally con- 
ceded the most active radio period of 
the year. 

One important influencing factor is 
the scope of the prevailing demand. 
In response to the question, “Will the 
demand be as large as last season?” 
most radio authorities agree that the 
answer will depend on the efforts 
made by each dealer to get the busi- 
ness. 

Tube sales are, of course, accumu- 
lative, and the potential tube market 
has increased materially with the 
number of sets sold. As a conse- 
quence, business in radio tubes will 
probably set up a new record during 
the 1929-30 season. The dollar and 
cents total of the radio business in the 
United States will probably equal last 
season’s, although the average price 
of receiving sets is lower than in the 
previous year. This fact makes the 
predicted total of radio sales a mooted 
question. Some say the increase in 
tubes and other accessories will more 
than offset the loss due to the lower 
average price of radio 
receivers. 

It is the general 
contention among the 
trade, that dealers 
handling radio should 
adopt a vigorous but 
reasonably conserva- 
tive policy. In order 
to avoid a possible sur- 
plus of sets, radio 


dealers are being ad- 
vised to buy in accord- 
ance with good mer- 
chandising principles, 
carrying enough sets 


their trade, without overstocking. On 
a basis of annual sales of $50.000, a 
retail stock ranging from $6,000 to 
$8,000 of good, saleable merchandise 
is recommended. In keeping with this 
policy, some radio dealers are affect- 
ing a 10 per cent reduction in the 
amount of stock carried. At the same 
time they are rearranging their stocks 
so as to have more sets in the popu- 
lar selling range than heretofore. As 
a rule, due to the highly favorable 
outlook in the tube and accessory mar- 
ket, dealers are placing larger orders 
for this class of merchandise. The 
demand for such replacements is ex- 
pected to show an increase of from 
50 to 75 per cent. 

In order to finish this season with 
net profits equal to, or ahead of, last 
years, the radio dealer should mer- 
chandise more aggressively than ever. 
He should also watch overhead ex- 






penses much more closely and reduce 
them, where possible, without hamp- 
ering general efficiency. Trade-in 
transactions should be avoided, if it 
is possible to make a sale by any other 
means. Talk up the advantage of hav- 
ing two sets in the home or suggest 
that the customer present the old set 
to some charitable institution. If you 
find it necessary to take in the old set 
in order to make a sale—then attempt 
to make four clean sales to every 
trade-in sale. Five per cent of the 
new sale should be the maximum 
trade-in allowance. When a deal in- 
volving a trade-in is made, make up 
your mind immediately whether the 
set is salable or worthless. If the set 
belongs in the latter classification. 
either give it away or relegate it to 
the scrap heap. Used sets are too ex- 
pensive to retain, if they can’t be sold. 

Speciality selling will be the thing. 
The prospects should be 
worked more intelligent- 
ly, systematically and 
forcibly than ever. Re- 




















to adequately 


serve 








gardless of the argu- 
ments heard against this 
method of selling, it 
stands alone as the most 
feasible and productive 
radio sales method yet 
devised. If at all feasable 
the store should have 
men in the field constant- 
ly, calling upon old cus- 
tomers as well as new 
prospects or working 
without leads when their 
lists of live prospects 
have been exhausted. 
Sales promotion plans 
should be placed in op- 
eration at an early date. 
Advertising and publicity 
of any sort which places 
the store’s name, in con- 
nection with radio, be- 
fore the public eye, are 
valuable aids. Direct mail 
matter and special stunts 
(Continued on page 135) 
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Modern Selling Methods 


to Help You Sell Modern Gifts 
That Last For Years 








A GENERAL ELECTRIC 


Chicago NewYork Boston 
Charlotte Denver Portland Seattle 
Salt Lake City 
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OTPOINT presents for the 1929 

Christmas Season its greatest ar- 
ray of selling aids and salable appli- 
ances. The Christmas advertising is the 
climax of the year ’round consistent pro- 
gram of national publicity. For twenty 
years Hotpoint has been constantly be- 
fore the public, building its name for 
high quality and reliability. At Christ- 
mas time, Hotpoint dealers cash in on 
this accumulated effort. 


Therefore to gain the greatest sales 
this year, you should have a complete 
line of Hotpoint appliances in stock. Be 
sure to include the new low price line of 
quality Hotpoint appliances that greatly 
widens the market for the sale of Christ- 
mas gift appliances. To be assured of a 
supply, order them now. Let your regu- 
lar Hotpoint distributor tell you how to 
get the most from Hotpoint’s Christmas 
program. 


Or write us for complete plans. 


EDISON ELECTRIC APPLIANCE CO., Inc. 


5644 West Taylor Street, Chicago, Illinois 
ORGANIZATION 


San Francisco Ontario, Calif. 





Window display material that will draw them into 
your store. A prospect in the store means money in 
your till. 


Atlanta Cleveland Kansas City 
Los Angeles Dallas 







The greatest 
Christmas national 
advertising cam- 
paign: Full color 
and two-color ad- 
vertising spread in 
The Saturday Eve- 
ning Post; full 
color page in La- 
dies’ Home Jour- 
nal; color page in 
Good Housekeep- 
ing. Effective ad- 
vertising reaching 
two out of three 
of the better class 
homes in your 
community. 


Direct mail litera- 
ture never before 
equalled. Beauti- 
tul colors; enticing 
illustrations. 


G 
as 


Effective newspaper ads 
form the link between na- 
tional advertising and sales. 
These ads make our adver- 
tising your advertising. 
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“There’s Twenty-five Years of 
Reputation Back of Nilco’s Name’ 


HEN you introduce Nilco Lamps to Since 1904 the development of electric lamps 
first-time users make the introduction has been marked by constant improvements 
with pride. Tell them there’s twenty- of the Nilco Research Laboratories. 
five years of dependability back of Nilco’s 
name—twenty-five years of excellent reputa- ' 
tion. 


Wherever Nilco Lamps are in use, Nilco’s a 
friendly name. No lamps give dealers greater 
profit, nor their customers such long-living If you aren’t yet acquainted with the Nilco 
service. Dealer Deal—send the coupon for details. 


Nilco was one of the first to have an inside 
frosted lamp. And Nilco Decorative Lamps 
today are as definitely leaders as to diffused 
light effects. 


There’s a Nilco Jobber Near You 
and a Coupon in the Corner 





NILCO LAMP WORKS, INC. g 


Emporium, Pennsylvania 


Nilco Lamp 
Works, Inc. 
Emporium, Pa 


I'd like to get Se: 
the rest of the 
story — prices and 
literature about 
Nileo Lamps. 
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WHAT ARE THE PROSPECTS FOR WINTER RADIO SEASON ? 


are other meduims for stimulating 
radio sales. Plan now for the entire 
season and adhere to your plans. 
Don’t deviate from your plans or give 
them up because immediate results 
are not discernible. Give any plan 
which seems practical and appears to 
hold promise a fair trial. 

To equal or better last year’s record 
total, which was stimulated by the 
Presidential election and also by a 
large demand from customers who 
were anxious to replace battery sets 
with the improved electric models, 
radio dealers will have to merchandise 
the line more aggressively than ever. 
This season it will be necessary for 
them to evolve their own sales stimu- 
lating plans and capitalize on every 
opportunity to increase sales, if they 
want to keep abreast of last year’s 
total or beat their former record. The 
replacement market will continue to 
offer lucrative possibilities, but more 
effort will be required to secure the 
same amount of business than was re- 
quired last season. 

Overhead expenses should be re- 


(Continued from page 132) 


duced to the lowest possible point 
consistent with good service. Make 
certain that every penny works for 
you. Keep accurate records of your 
costs and reduce sales expense with- 
out reducing sales. Recent figures on 
retail radio costs places the average 
margin at 38 per cent, with an aver- 
age selling expense of 33 per cent, 
which leaves an average net of 5 per 
cent. Try to keep costs below 29 per 
cent and a higher net profit will then 
be available. 

The four important selling points 
worthy of special emphasis in the 
coming season are: The entertaining 
and cultural advantages, better recep- 
tion and improved tone due to new 
tubes and improved circuits, easier 
and simpler tuning due to the several 
selector methods now employed, and 
more attractive cabinets, due to the 
use of vari-colored woods, better de- 
sign and the availability of small con- 
soles for small rooms. Innovations 
such as remote control or other sim- 
ilar exclusive features found incor- 
porated in every well-known set of 


the present are other talking points. 

The general public is more recep- 
tive to radio than ever before. Peo- 
ple want the latest and best in radio 
receivers and they have more con- 
fidence in the stability and satisfac- 
tion provided by modern receivers. 
Programs have shown consistent im- 
provement, due to keener broadcast- 
ing competition for the attention of 
the vast radio audience. The system 
of “cleared” broadcast channels, re- 
cently instituted by the government, 
has eliminated, for the most part, in- 
terference between stations. The sys- 
tem has also practically doubled ra- 
dio’s potentialities, as a choice of good 
programs are now available even in 
the most remote part of the United 
States. 

When all factors have been care- 
fully considered, it would appear that 
prospects for the 1929-30 season are 
bright indeed—for the merchant who 
will devote the required effort to do- 
ing a real selling job and will give 
the merchandising of the line the at- 
tention it deserves. 





New Home Percolators 


The Rome Mfg. Co., Rome, N. Y., re- 
cently added six new percolators and two 
new urns to its line of electrical household 
appliances; the line now consisting of nine 
percolators and four urns. 

All percolators have solid copper bodies, 
heavily nickel plated. The new shapes are 
unusually attractive in design. 





Like all Rome percolators, these new 
models are of the pump type—the pump 
and element being so efficient that percola- 
tor starts with cold water in less than two 
minutes—though the element uses only 350 
watts, says the manufacturer. Elements 
are made of chromel wire, fused and pro- 
vided with an extra fuse. Made in two 
voltages—110-120 and 115-125. 





ee atl 
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This permanent display of Telechron 
and Revere Electric Clocks is main- 
tained by the Revere Clock Company, 
55 East Washington Street, Chicago, 
and includes small clocks in mantel 
and wall styles, manufactured by the 
Warren Telechron Company, Ashland, 
Massachusetts, and larger mantel clocks 
and handsome floor clocks, both with 
chimes, manufactured by the Revere 
Clock Company of Cincinnati, and run 
by Telechron motors. The Revere 
clocks are equipped with either the 
Canterbury, Westminster or Whitting- 
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ton chimes, the larger clocks having 
two or all three of the chimes. 

Telechron clocks are self-starting. 
They are plugged right into the electric 
outlet, and run in exact harmony with 
the Warren Master Clock in the cen- 
tral power station. The Warren 
Master Clock is used by power sta- 
tions to control the frequency of cur- 
rent for timekeeping purposes, and is 
checked regularly with Naval Obser- 
vatory time. The master clock keeps 
every Telechron on the electric com- 
pany’s circuit in exact time. 
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ELECTRICAL EXERCISERS CAN 


BUILD A HEAL THY BUSINESS 


AS WELL AS A HEALTHY BODY 


CONSIDERABLE number 

of harware dealers early re- 

cognized the possibilities in 
electrical exercisers and have already 
developed an excellent volume in this 
appliance. During the first few 
months following its introduction, 
some hardware merchants were 
doubtful as to the importance of the 
mechanical exerciser and as a result 
they left the pioneering in this line, 
for the most part, to dealers in other 
than the hardware field. While con- 
siderable business in exercises, which 
normally would have gone to the 
hardware dealer, was lost in this way, 
it isn’t too late for the hardware 
merchant to get his share of the cur- 
rent business in this line. It is now 
an assured fact that the mechanical 
exerciser has assumed a fixed place 
in the appliance field, and it merely 
depends upon the acumen of the in- 
dividual dealer, as to who gets the 
lion’s share of the profits. 

The opportunities in the health 
motor field are better than they were 
a year ago, as the circle of potential 
users has been greatly enlarged 
through the placing upon the market 
of lower priced models. Some man- 
ufacturers have lowered the price of 
their original model and many have 
brought out new models at consider- 
ably lower prices. While a year ago 
sales of mechanical exercisers were 
practically confined to the well to do, 
these appliances are now within the 
reach of practically everyone who 
may be in need of them. 

Dealers who have been unusually 
successful with this particular ap- 
pliance advise that a psychological 
selling approach should be used, de- 
pending upon what feature would of- 
fer the strongest appeal to the pros- 
pect. To one prospect the reducing 
feature would be the attraction, while 
to other prospects it’ might be the 
good exercise afforded or the mes- 


By JOHNSON MORGAN 


sage it would give to some particular 
ailment. The salesman should be en- 
thusiastic, they say, and above all 
else should know the appliance thor- 
oughly and be able to manipulate it 
deftly in all of its phases as well as 
being able to explain its general oper- 





ation and why the exerciser is able to 
contribute so much to general health. 
Active demonstrations m the store 
windows and within the store proper 
are the best medium for building up 
interest, according to representative 
hardware dealers handling the line, 
while all leads materializing from 
store demonstrations should be con- 
sistently followed 


er, located in one of the smaller cities 
in Texas, disposed of twenty-six 
health motors during the first five 
months of this year, at a gross profit 
of $1,000. His expenses for a special 
demonstrator and advertising totalled 
less than $150. 


The wide publicity given this line 
through magazine, newspaper and 
movie advertising, coupled with the 
testimony of an army of users, has 
sold the mechanical exerciser idea to 
the public. A window demonstration 
however, put on by an attractive 
young lady, dressed in smart lingerie, 
will not only keep an interested crowd 
about your window but will also 
bring customers into your store. 

When your electrical exercisers ar- 
rive, hire an attractive local beauty 
to act as a special window demon- 
strator for two or three weeks. Dem- 
onstrators are usually paid from 
twenty-five to fifty dollars per week, 
depending upon location. The dem- 
onstrator should be expected to work 
in the window about one hour each 
day, divided into four fifteen minute 
periods. During the remainder of 
the time she can be employed in the 
store on special demonstrations. 

If window space is available, a 
boudoir interior should be shown. 

(Continued on page 145) 





up by direct mail, 
personal calls and 
private demonstra- 
tions in the home, 
if they are desired. 
After the customer 
is sold, it is policy 
to keep them satis- 
fied and contented 
with their purchase 
for their recom- 
mendation will 
carry weight with 
their friends. 

A hardware deal- 








Illustrations Courtesy Savage Arms Corp., Utica, N.Y. 

































































| And now — 
A Beautiful 


OSs 


And W New Sales P. Van 


WHICH GIVES THE DEALER 
AN EXTRA PROFIT ON 
EVERY MACHINE 


COINCIDENT with the announcement of the beautiful 

new VOSS VANITY model, we inaugurate a new Sales 
Plan, which we believe will make the VOSS franchise the 
most valuable in the washing machine field. It offers a type of 
help to the dealer such as he has always wanted but has 
never before received. Furthermore, it provides for an 
EXTRA PROFIT FOR THE DEALER on every machine. 


See Next Page for Additional Details. 



























—THAT APPEAL TO THE EYE WHICH 
SWEEDPS AWAY SALES RESISTANCE? 


VOSS VANITY model to estab- 
) lished VOSS Dealers has resulted in 
a record-breaking volume of orders. 
Experienced dealers everywhere recog- 
nize that this new model meets the 
demand of the times—the demand for 
beauty even in strictly utilitarian ap- 
pliances. 


For more than fifty years VOSS 
washing machines have enjoyed a rep- 
utation for highest efficiency, long life 

and moderate cost. Now, the new VANITY MODEL comes to 
establish it as the MOST BEAUTIFUL of all modern washing 


machines, as well as the most efficient—and, in addition — 


A NEW SALES PLAN 


which is built entirely from the dealer’s angle. A sales plan which 
gives the dealer those sales helps that he has always wanted but 
has never received—a sales plan that really helps him SELL wash- 
ing machines, not merely LOADS them onto his floor—a sales 
plan which assures him an EXTRA PROFIT on every VOSS 
VANITY he sells. It is, by far, the most liberal Dealer-Profit plan 
we have ever offered in our more than fifty years of washing 
machine manufacturing. 


If you are not now handling VOSS washing machines, we 
invite you to send the coupon below, which will bring, by return 
mail, complete details concerning our NEW SALES plan and tell 
you how you can secure this valuable franchise in your community. 


INTRODUCED BY A NATIONAL 
ADVERTISING CAMBPAIEN 


The beautiful new VOSS VANITY WASHER will be introduced to 
the prospective buyers of the country by means of advertisements in color 
in Good Housekeeping magazine, to be followed immediately by a consistent 
advertising campaign in Good Housekeeping, Farmer’s Wife, Wallace 
Farmer, The Farmer of Minnesota, Oklahoma Farmer & Stockman, Wis- 
consin Agriculturist and Farmer, Prairie Farmer and The Nebraska Farmer. 


THE bare announcement of the new 
\ 


on a washing machine, 


The Only Washer with 
Floating Agitator 








SALES FEATURES 


1. FLOATING AGITATOR— 

Washes clothes in sudsy water at 
the surface—the natural way. Most 
gentle and eflicient of all agitators. 
An exclusive Voss feature and a 
potent sales factor. 

2. TIMKEN ROLLER BEARINGS— 
The Voss Vanity is cquipped with 
four Timken Roller Bearings, tne 
finest that money can buy. 

. OIL-RETAINING BEARINGS— 

To eliminate possibility of trouble 
due to faulty lubrication, the Voss 
Vanity is equipped with five Moraine 
oil-retaining bearings. 

. SEALED MECHANISM— 

The Voss Vanity mechanism is en- 
tirely sealed and runs in oil, elimi- 
nating all possibility of accident. 

. FINGERTIP CONTROL— 

Placed where the operator’s hand 
naturally rests, gives instant con- 
trol of power. 

. BALLOON WRINGER ROLLS— 
Long life, easy on clothes, and 
equipped with control that instantly 
relieves tension. 

» CAST ALUMINUM— 

Is used for wringer and lid. 

. LIFETIME COPPER TUB— 

The Voss Vanity tub is made of 
heavy copper. Will last a lifetime. 

» LARGE CASTERS— 

Make the Voss Vanity the casiest of 
all machines to move. 

» COMPACT— 

The Voss Vanity requires only 
20% inehes of space. No sacrifice of 
tub capacity. 

11. GENERAL ELECTRIC MOTOR— 
Recognized by everyone as one of 
the best motors procurable. 

Throughout—The Voss Vanity employs 

the finest grade construction ever used 


This Coupon brings complete details without obligation 
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The French Battery Com- 
| pany make Ray-O-Vac 
j Radio, Telephone, Flash- 
light, and Ignition Dry 
4 Batteries; and Ray-O-Vac 
2 Rotomatic and Standard 

Flashlights. 









lectrical Goods Section 





= 











AN OLD Mame 


AND A NEW PRODUCT 


Back in the kerosene-lantern days, Ray-O-Vac pioneered 
with the electric pocket flashlight. Then, recently, Ray- 
O-Vac startled the industry with the amazing new Roto- 
matic Switch—a switch good for the life of the case. 


Batteries, too, made the name Ray-O-Vac famous . . . 
first ignition batteries, then telephone, then as radio 
developed, radio batteries. The big Ray-O-Vac Extra 
Heavy-Duty Radio “B” is the outstanding buy today in 
“B” batteries... 


And now Ray-O-Vac offers Ray-O-Vac Radio Tubes. 


The same good workmanship, the same attention to 
detail that made other Ray-O-Vac products leaders in 
their field, make Ray-O-Vac Radio Tubes your best buy 
. . . for customer-satisfaction—for money-in-the-till 
profits. Radio engineers designed them; consumers en- 
thusiastically approve them. Ray-O-Vac Radio Tubes 
are built to the Ray-O-Vac reputation. They are avail- 
able in every type to fit every set. Your jobber has 
them now. Ask him for details. 


FRENCH BATTERY COMPANY 


Sales Office: 30 North Michigan Avenue, Chicago 
Factory: Madison, Wisconsin 





























RADIO 


OVAC 


ubes 
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Decorative Lighting Outfit 


Should one of these sockets “go bad,” no 
splicing of wire is necessary, says the 
manufacturer. The damaged socket is re- 
moved and easily replaced with a good one. 
These pin-type replaceable solderless sock- 
ets are produced in both intermediate and 
standard base sizes. The sockets are made 
of bakelite, octagon shaped and multi- 
colored. Construction is weatherproof and 
set can be used extensively outdoors. This 





outfit is made for 7, 10, 25 or 50 lamps, 
each burning independently of the others. 
Noma Electric Corp., 340 Hudson St., New 
York, N. Y. 





Dormeyer Senior Food Mixer 


This senior model electric food mixer is 
an all purpose mixer with power and 
changes of speed to take care of all in- 
gredients, from liquids to cake batter and 





mashed potatoes. It has a single case in 
which motor, gearing and rheostat are 
housed. It stands alone in the bowl and 
does mixing, whipping or beating without 
support of hand. A. F. Dormeyer Mfg. 
Co., 2640 Greenview Avenue, Chicago, III. 


The Eureka Junior Cleaner 


Many advantages are claimed for the 
new Eureka Junior vacuum cleaner. It 
has an exceptionally high suction and has 
been designed to perform many tasks that 
do not require a full size vacuum cleaner. 
It has a hair drying feature. The bag is 
easily removed and a heating element 
slipped on in a few seconds, producing a 














a warm current of air 
resistance coil connected 


hair drier with 
coming from a 





with the motor. Eureka Vacuum Cleaner 
Co., Detroit, Mich. 


Finn Electric Water Heater 


This electric water heater with a tubu- 
lar type boiler is now being manufactured. 
The heat reservoir, constructed of heavy 
copper and brazed, is constructed like a 





| 
| 
| 
| 
| 
| 





tubular boiler. It has 377 sq. in. of heat- 
ing surface, and with eight heating units 
extending the entire length of the reser- 
voir, the water is heated from all sides ana 
from top to bottom at once, says the manu- 
facturer, Finn Heater Co., :11335 Wood- | 
ward Ave., Detroit, Mich. 

The “Finn” heater is made for opera- 
tion on any voltage and may be had in 
capacities from 500 to 6000 watts. Overall | 
dimensions of the heater are 7%4 in. by 17 
in., finished in gray and black or in any 
desired color. 


Superlectric Twin Waffle Iron 


For use in the home, the Superior Elec- 
tric Products Corporation, St. Louis, offers 





a new appliance, the Superlectric twin 
RATES ON 1 
OLDS 

waffle iron. It has two molds, thus doub- 


One or both 
This 


ling its operating capacity. 
molds can be used at the same time. 
item is finished in ivory or green. 





Two Slice Automatic Toaster 


Two slices of bread are toasted to any 
desired degree in one simple operation with 
this new toaster. Pressing down on the 
lever, turns on the current and starts the 
timing. When desired grade of toast is 
secured, current is automatically shut off 
and the door falls forward, allowing an 
easy removal of toast. The manufacturer, 
Trimble Mfg. Co., 1241 Belmont Avenue, 
Chicago, Ill., states that bread of any size 
and crackers can be toasted in this ma- 





chine. The Trimble toaster has a trouble- 
proof timer, located in the base. 
Heating Pad Display Case 


A sliding glass panel in this lithographed 
metal sampler display case, permits the 


| showing of a delicately colored heating 





pad. The case has a mahogany finish and 
is 12% by 7% by 10 in. The Fitzgerald 
Mfg. Co., Torrington, Conn. 


New Package for Buss Light 


This newly designed package contains a 
Puss Light, manufactured by Bussmann 





Mfg. Co., 2538 W. University Avenue, St. 
Louis, Mo. The colored package has a 
striking modernistic background, 
































BEE-VAC 


“G”’ Electric Cleaner, consumer price, 


Bronze Bearing Model 


$29.50 


BEE-VAC'S 


2 O 4A nnivers ary 
Specials! 





BEE-VAC Motor 






Brush Model 
Cleaner, 
price, 


Electric 


consumer 


$37.50 


Free attachments. 










EE-VAC cons‘ders it a privilege 
once again to present these attrac- 
tive profit propositions. 


The offers speak for them- 





Washer, 
price (East 
Rockies), 


$99.50 








BEE-VAC Electric 
consumer 


selves. They tell you, in no un- 
certain terms, that here is your 
opportunity to meet and beat all 
competition, including chain 
stores, catalog houses, central 
power stations, house-to-house 
canvassers, etc. 


They tell you that here are 
values so outstanding as to en- 
able you to sell electric cleaners 
over-the-counter like staples, 
without home demonstrations, 





of service attention or costly come- 
backs of any kind. 
They tell you that, unlike 





Electrical Goods Section 


—— 


i EE-VAC’ 


(20% 
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BEE-VAC Ball-Bear- 
ing. DeLuxe Electric 
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FREE Attachments 


Bigger 
discounts 


A 40% discount on 
lots of three or more 


Cleaner, Bee-Vacs. 


nrice, 


$39.75 


Free attachments. 


consumer 


Free 


attachments 


with each Bee-Vac 
(full G-12 standard 
$5.00 set) until Dec. 
31st, 1929. 


many “specials,” these offers have back 
of them génuine, first quality, up-to-the- 
minute merchandise—cleaners that are 
nationally advertised, and widely en- 
dorsed by leading authorities, by over a 
half million women, by more than 25,000 
dealers, and sponsored by a 20-year-old 
concern with $2,000,000 in resources. 


Order one each of the three models, if 
you wish, and the three-lot discount of 
409% will be given. On orders for fewer 
than three Bee-Vacs, a 35% discount will 
be given. Free Bee-Vac display mate- 
rial and imprinted advertising is gladly 
supplied upon request to us. 


Write for full details of the Bee-Vac 20th 
Anniversary proposition. Or order your Bee- 
Vac needs from your jobber direct from this 
advertisement. Birtman Electric Company, Dept. 
D-371, 4140 Fullerton Ave., Chicago. 
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A De Luxe Electric Fan 


An attractive multi-blade electric fan 
that is suspended in an ornamental cas- 
ing has been designed and produced by 
the General Electric Co. merchandise de- 
partment, Bridgeport, Conn. 

This new fan has a grained walnut 
finish with a cream striping emphasizing 
the design. The fan motor body and the 
blades are dark bronze in color and ac- 
curately match the graining of the wood. 

The motor and casing are suspended in 
a yoke which provides for tilting above or 
below the horizontal position by means of 





ornamental dark bronze-plated adjusting 
knobs. The casing can be locked in any 
desired position. The yoke in which the 
motor is suspended can be swiveled on the 
sub-base, to direct the breeze. 

The motor is the stanadrd 10-in. size. 
Cushion supports for the motor prevent 
any vibration or hum from reaching the 
frame and base. The operation is very 
quiet, only the swishing ‘sound of the air 
passing through the frame being heard. 

The weight of the fan, complete with 
an 8-ft. silk cord in color to match that 
of the fan itself, and bakelite brown at- 
tachment plug, is 1034 Ib. 





Interchangeable Ranges 
Fifty different styles of electric ranges 
can be constructed from standardized es- 
sential parts produced by The Armstrong 








Electric & Mfg. Co., Huntington, West 
Va. Each part—such as three-plate sur- 
face unit, cabinet, base, legs, etc., is pro- 








duced by this manufacturer as a separate 
unit and through the combining of these 
units, there is quickly assembled a complete 
range of any particular type. When as- 
sembled, the range is designated as Arm- 





strong Interchangeable Combination Elec- 
tric Range. 

All units are interchangeable and each 
packed individually. Purchaser can change 
oven from left to right as occasion de- 
mands and can also build up a large cabinet 
type range from a small apartment type 
range. 

Among the features claimed for this 
product are: Made to fit any space or cor- 
ner, easy to keep clean, cuts dealer’s inven- 
tory and enables range units to be classed 
as attractive shelf stock. 





The Zylarator Exerciser 


This Zylarator exerciser has two speeds 
and a stroke adjustment with all danger 
points inclosed. It is finished in black 





porcelain enamel with nickel trim. The 
item does not need to be anchored. It has 
a birch veneer floor board which folds back 
when not in use. Equipment includes spe- 
cially designed wide and narrow applicator 
belts and two hand grips. The Zylarator 





Corp., Detroit, Mich. 


Combination Electric Cooker 


Serelco Inc., 420 Lexington Avenue, New 
York City, announces The Super-Chef, a 
new combination electric cooker designed 
to meet all family cooking requirements 
in a very limited space. Of polished 
aluminum somewhat resembling a com- 
mercial coffee urn, this cooker consists of 
a self-contained, electrically heated dutch 
oven of very heavy aluminum for baking 

















and roasting, and a four compartment 
steamer for vegetables. The dutch oven 
can also be used as an electric plate, grid- 
dle and fry pan. It is provided with an 

















egg poacher, also a chafing dish. A wire 
basket forms part of the steamer equip- 
ment and it can be used for deep fat fry- 
ing, meat grill and for corn popping. This 
unique cooker has three heats and operates 
on 850 watts. The list price for the dutch 
oven is $22.50. For The Super-Chef com- 
plete with steamer and dutch oven base, 
the list price is $38. 





The Useful Hoover Duster 


Model 200, Hoover Duster is a separate 
motor and bag unit for use with Hoover 
dusting tools. With this new product, the 
tools can be kept permanently attached and 
the assembly handled as one unit. 

The duster is light in weight, has a long- 
life motor and its bag can be easily emptied. 





Twenty-five feet of cord and switch are 
provided. When blowing or spraying is 
desired, the hose is removed from inlet and 
put onto. the exhaust. The Hoover Co., 
North Canton, Ohio. 
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FRENCH oe 
“DRIP” san 
tas COMPLETE 
jamie 
—=_~ 
COFFEE 
NEVER FAST 
BOILS BEAUTIFUL 
pre: PRACTICAL 
WATER ia 
PASSES WASH IT 
THROUGH IN WATER 
COFFEE WITHOUT 
ONLY ONCE INJURY 





ARMSTRONG THE FIRST AND ONLY 


AUTOMATIC PERCOLATOR 


Makes the Finest Coffee Every Time—No Variation 
No Levers or Timing Mechanism—yYet Fully Automatic 


Here is Science’s answer to the Perfect Coffee—made you may wash it in water as you would any utensil. 
right at the table. Strong French Drip Coffee—never It is the most sanitary percolator made. 


bitter because it never boils. 
PUT PEP IN SUMMER SALES 


Mere at last is an appliance that 
sells on sight. All months look 
alike to the New Armstrong Auto- 
matic Percolator. To display it is 
to sell it—and what a wonderful 
window display it makes! 


Its operation is simplicity itself. 
There are no levers to set—no tim- 
ing mechanism—no clocks. The 
amount of water poured into the 
water compartment determines the 
length of time the current is ON. 
Percolation starts in a minute. Six 
full cups of delicious “French 
Drip” coffee may be made in 16 
minutes. 


Be the first in your city to cash in 
on this great Profit-Maker. Like 
all Armstrong Appliances, this New 
Percolator is sold through jobbers. 
If you don’t know the one nearest 
you, write us and we'll tell you his 
name. 





This Percolator consists of two 
parts; the base containing a closed 
type Chromalox heating element 
and the automatic switch ;—and the 
beautiful copper coffee percolator 
itself. Since there is no heating 
element in the percolator itself, 


But don’t delay. Here is an appli- 
ance that will put new life in your 
business. 





Base showing Chromalox Heating Element 


THE ARMSTRONG ELECTRIC AND MANUFACTURING CORPORATION 
Huntington, West Virginia General Sales Offices: 522 Fifth Avenue, New York City 


ITITITTITITTITITTIT LLL JSRECRCUREGSCRCRARSORUCR ER EROE EE 
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TWO NEW RECORDS ESTABLISHED AT RADIO WORLD’S FAIR 


tions were propounded than at previ- 
ous shows. Parts and chassis dis- 
played for the purpose of showing me- 
chanical construction were seldom 
given more than a casual glance, but 
how a set looked and performed was 
given grave consideration. 

Screen-grid tubes continue to hold 
the lime-light, as far as a major sales 
point of construction is concerned. 
Some manufacturers who have so far 
refrained from using the screen-grid 
tube, are said to be preparing to use 
it in their new receivers, which will 
be placed upon the market during the 
next three months. The new tube is 
a success because it increases the cir- 
tuit’s sensitivity, sharpens tuning, en- 
hances tonal quality and produces ad- 
ditional volume. This combination of 
factors, is said to make the screen-grid 
set generally more powerful and effi- 
cient. As it is about the only recent 
improvement the radio industry has 
to talk about, it will continue to be the 
feature stressed most by the majority 
of set builders. 

The design and workmanship of ra- 


(Continued from page 123) 


dio cabinets show a wonderful im- 
provement. The average sized set is 
becoming of smaller proportions, 
though of course, both large and small 
cabinets ‘are available. Some cabinets 
have a modern trend, being very plain 
with straight lines, while others,more 
elaborate are made of varied colored 
woods with hand carved or turned 
wood adornments. More cabinet manu- 
facturers are building cabinets with 
open backs than previously, as an open 
back permits the heat to escape and 
it is also said to improve tone quality 
as the sound waves are not confined 
as in the closed back types. The lat- 
ter type, however, does keep the set free 
from dust which can be a disturbing 
element when it settles between con- 
denser plates. Combination radio- 
phonographs in many styles, were 
much in evidence. 

Tuning dials in some instances are 
a departure from the ordinary. One 
type operates similar to a slide rule. 
Another has a light which flashes a 
signal when the desired station is ex- 
actly tuned in. Others have various 














Confidence in PAampion 


=| TRY 


“Licensed under the General Elec- 
tric C y's I a. 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 





Patents.” 























The 


“WASHER 


A Maytag Product 


talline, al 


APPLICATIONS for 

DEALERSHIPS should be made 

promptly to The Frederick Co., 
100 West Monroe Bldg. Chicago, IIl. 











DESTINED to LEAD all WASHERS in its class. 







ticles. 











The suggestions offered 


in this issue of Hardware Age for 
merchandising Electrical Goods. 


The live dealer can amplify his sales 
by prominently displaying these ar- 


Step up your sales by reading the 


electrical merchandising articles in 
the Electrical Goods Section of 


Hardware Age 


adaptions of the automatic tuning 
principle. Still others are equipped 
with remote control devices enabling 
the listener to govern the set’s opera- 
tion while in a distant room from the 
set. The electro dynamic continues to 
be the preferred speaker of most set 
manufacturers, although some _ sets 
have recently adopted the condenser 
type speaker. | 

The attention of hardware mer- 
chants is called to the fact that cold 
weather, long winter nights and the 
year’s best programs are what sell 
radio. Starting in September, the ra- 
dio shows and the national advertising 
campaigns sponsored by manufactur- 
ers stimulate the natural demand that 
prevails, and sales climb until the peak 
is reached just prior to Christmas. 
Dealers who will plan to “strike” dur- 
ing this opportune season and will 
stress the recent improvements which 
are embodied in the newer models 
should havea very satisfactory radio 
season, as the outlook on the eve of 
the coming season is indeed encourag- 


ing. 
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ELECTRICAL EXERCISERS BUILD HEALTHY BUSINESS 


(Continued from page 136) 


This can be arranged in cooperation 
with a neighboring furniture dealer, 
who will be glad to supply the fur- 
nishings, provided a card is displayed 
reading, “Furniture from Blank’s 

A card stating that private dem- 
onstrations will be given inside the 
store should be displayed when the 


The manufacturers furnish very 
attractive display material and where 
it is impracticable to put on a window 
demonstration, the cut-outs, posters, 
etc., can be used to excellent ad- 
vantage in connection with a “still” 
display of the machine. 

A store demonstration is essential, 
regardless of whether or not a win- 


dow demonstration is used. The 


store demonstration can be made by 
any of your salespeople. Set up a 
machine in your store and get pros- 
pects into the belt, as the mechanical 
exerciser is the one appliance which 
literally stimulates people into the 
buying mood. There is no question 
but that a few minutes of mechanical 
massage will actually warm up the 
coolest prospect. 





ELECTRIC MILKING MACHINES 


window demonstrations are being 
featured. 
including the care of equipment 


ranged from 14 to 18 man-minutes 
per cow per day. With machines 
milking, this time, including care of 
the milking machine, ran; ged from 8 
to 9 man-minutes per cow per day. 
Indiana further reports that the use 
of a portable machine reduced the 
milking time by 41 per cent in one 


(Continued from page 126) 

herd, while a pipe-line machine re- 
duced the time by 45 per cent in an- 
other herd. In summer the electric 
milking machine is of the greatest 
help as it requires only one man to 
do the milking. This releases the re- 
mainder of the help for work in the 
fields, during the cooler hours of the 
morning and evening. 


In the early days of milking 
machines, some difficulty was found 
in producing milk of low bacterial 
count. The modern machines are 
much easier to keep clean and a 
“milking machine washer” is now on 
the market which can be used with 
almost any type of machine which is 
being successfully used. 











Christmas and the Holid: 
festive occasions and outdoor 









lays 


 Fiaiteting 


[ r lighting 


SOLD BY 
JOBBERS 


Illustration shows 
portion of counter 
card to help the 
sale of Hygrade 
Colored Lamps. 








beauty to the home. 


EXTRA PROFIT 


HYGRADE COLORED LAMPS have graduated from holiday novelties to all-the-year-round 


merchandise, for women have begun to realize the possibilities in Colored Lamps for adding 


All of this means EXTRA PROFIT to the HYGRADE dealer, and the wise dealer is beginning 


now to build up his stock of Colored Lamps to meet the heavy demand which is sure to come 


this fall. 











Generar Orrice anp Factory 
SALEM Mass 











Licensed under General Electric Company’s Incandescent Lamp Patents 


Electrical Goods Section 
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Better Displ 


Four display tables in the 
space of one—no wonder “Multi- 
Table” Displayors are boosting 
business for hardware’ mer- 
chants! “Open displays’? makes 
the customer stop—look—BUY! 


Write for Folder H contain- 
ing full detail and 20 DAY 


ay—Greater Sales with 'the new 
MULTI-TABLE DISPLAYOR! 








No. 45 
Height—51" 
Length—5S4” 
Width—21” 
Available in 4 Colors 


FREE TRIAL OFFER! 


UNIVERSAL FIXTURE 
CORP. 
135 W. 23rd St., New York, N.Y. 





Shelves Adjustable to Any Height 











A Short Cut to the 
Cash Register 













Free! 


An attractive 


counter dis A 
play carton Fe 

supplied free , Popular 
with every’ ‘ $1.50 
% doz.. or- : 4 
der. Seller! 


N° dealer ever got ‘“‘stuck’’ with bell face 
hammers, and no dealer ever found better 
value to sell than the hammer pictured here! 
High grade carbon tool steel, highly polished, 
sound hickory handle, patented expansion lock 
wedge. . . . Just give this hammer room on your 
counter and watch it sell itself! 


Evansville Hammers, Edge Tools, and Auto Body Repair Tools 
are popular among expert tool users. Any hardware jobber 
can supply you, or write direct. 








EVANSVILLE 


FOOL WORKS. Inc. 


Evansville - ae Piveiti tire 





The “Ajax” 


REVERSIBLE BEVELED SIDE PLATES 





Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 


The reversible beveled side plates present a 
pleasing and neat appearance when applied to the 
door. 


Send for Catalogue No. H 42 


~«(CHICAGO)-—~ 


SPRING HINGES 
Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S. A. 

















Make Your Windows Sell Goods 


Store windows can be dressed very attractively 
if the right material is properly used. 


To combine seasonable merchandise with season- 
able display is to insure sales. 


Such “Combinations” that have proved most 
successful are continually being reproduced in 


Hardware Age, 239 West 39th St., New York City 


HARDWARE AGz as being worthy of any live deal- 
er’s consideration. 

Every issue of HARDWARE AGs contains several 
pages of effective window advertising which have 
demonstrated by actual test their pulling power. 


You can apply these suggestions to your business 
with profit. 
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ae 1A box chock 

a in a full of friend- 
Sees || ship for your 
‘| | Store. 








How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 














; PLYMOUTH 


PRODUCTS 


for the Shoe Repairer 















The complete and old reliable line that has 
served the trade for years. 
LASTS AND STANDS 
COMBINATION LASTS 
RIVETING MACHINES 


LAP LASTS—REPAIR JACKS—NAIL 
CUPS—FOOT RESTS—HEEL STIFFEN- 
ERS—HEEL PLATES 


¢¢\HIO” Shoe Lasts, shown at right, are 
absolutely guaranteed against breakage. 
Lock bearing, strong and 
rigid. Latest shapes for both 
j men and women’s _ shoes. 
Extra heel piece included 
for all sizes of heels. Stands 
j finished in Red Enamel and 
Gold—Lasts finished in Black 
Enamel. They sell on sight. 
3 Write for prices. 


The Fate-Root-Heath Co. 
901 Riggs St. 


PLYMOUTH, OHIO 
N. *% So. 92 W. B’way 
. Winner, Mar. 





CLOTHES 


with the features of the latest 
washing machine wringers. 


ERIE, PA., U.S. A. 





WRINGERS 


LOVELL MANUFACTURING CO. 











lof 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicage, Philadelphia 
Western Factory—Dayton, Ohie 














STRATTON?! 


For Small Tools, 
El 
zat =| Woop 
Emncing to | HANDLES 
dried. Plain, or Enameled 


IN COLORS 
Stratton Mfg. Co., Stratton, Maine 


















A practieal 
transit that’s 
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“IVES” Patent Ventilating Lock 





Menafecturers of 


Showing Window Showing Window 
Closed. Open. 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 











HARDWARE 


For Screens 


The special construction of this 
Phenix Top-Swinging Half- | 
Screen Hanger and Fastener 
makes it impossible for Screen 
to be blown or pushed from 
pivots. It holds screen se- 
curely in place and, with shut- 
off strips, is fly- proof and non- 
rattling. 


HANGERS :: HINGES : . HOLDERS : : BOLTS 


—everything architect or builder could wish. 


cence + PHENIX MEG. CO. 
St. MILWAUKEE 

















=-BULL@ FROG 
WHEELBARROWS 


Contractors and others who use this Model 64 Bull Frog 
with its perfect balance, shaped handles, seamless elevated 
tray, and “Never Break"’ Wheel realize how much good 
design means to a wheelbarrow. Other Bull Frog barrows, 
carts and scrapers for every garden, farm, mill, mine, con- 
tracting and industrial use. Write for catalog. See your 
jobber. 























The Toledo Wheelbarrow Co. 
Toledo, Ohio 
Branch Office and Warehouse 
Chicago 
69 E. Wacker Drive 


COLDWELL 


Motor Lawn Mower 
and Roller 


















Economical — Dependable — Reason- 
able. Light weight, substantially built, 
easily handled. Free from trouble 
and delays. Special designed motor. 
Abundance of power. Cuts close to 
trees, etc. Mows and rolls simul- 
taneously. Timken Tapered Roller 
Bearings. 


Coldwell Lawn 
Mower Co. 
1 Newburgh, New York 


Dependable 
Lawn Mowers 


Hand—Horse—Gasoline 
Electric 

















Quick Turnover 
DECORATIVE 
Moore Push-Pins 


“To Hang Up Things” 


Appeal to Every Woman 


3 SIZES 6 COLORS 
GILT DECORATIONS 
Style “W’”’ Assortment con- 
tains 48 10c Blocks. Attrac- 

tive Discounts. 


MOORE PUSH-PIN CO. 


Wayne Junction, Philadelphia 











Seca 
Hy 

it 

{| 








ERS CUSHION TIRE 
=> STORE LADDERS 


—t} Insure perfect shelf service for any 
y line of merchandise. Deep tread steps, 
3 = properly spaced, with convenient full 
= Ss length handholds on both sides of 
SS . ladder permit mounting or descending 
with ease. Both hands free to remove 
or replace sto k without danger of fall- 
Ing. Cushioned Tired Trolley and Truck Wheels elim- 
ye ee cores vibration. Erection as simple 
A,B,C. Utilize small _— Make top shelves 
safely peer n for stock poses. One style— 
neat of design—nicely finis! ed pares height ceil- 
ing. Thousands in use. Circular on request. 


mE FE MYERS & 3RO.co. 
ASHLAND, OH 10. 
PUMPS-WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 
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ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 
Tome of the Worlds Finest Steel 


A A A 

Sponsored by 
JOHANESON, WALES 

& ae INC. 
162 = St., 


New York City 
Tel.: BARelay 0844 














—S 


More Than Ever Before 


it is essential that you study your Markes 
Report carefully and consistently. Every 
important price —— in the trade is re- 
corded in these columns weekly. 


The MARKET REPORTS as found in 
HARDWARE AGE are the most authen- 
tic published. 


Use them as a buying guide. 
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Osborne High Grade Punches 


Belt Punches 
Spring Punches 


Arch Punches 
Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
— Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
‘cools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
= a 5 ea of mate ad only skilled workmen and use the 

ws pena back of every tool we make. Try us. 


Write ee eo 


©. 8S. OSBORNE & C EWARK, N. J. 
ROTABLISHED 1826 








Doubly Identified 


All Columbian Tape-Marked Rope, % inches 
and larger in diameter can be identified at a 
glance by the new red, white and blue SUR- 
FACE MARKERS. The Tape-Marker contain- 
ing the famous Guarantee is placed in all sizes. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 
Branches :— 
New York Chicago Boston New Orleans Philadelphia 
Tape-Marked 


Columbian pe'vain Rope 











The Most Complete Line 
on the Market 







































Armstrong Bros. Adjustable Pipe Dies 


Made of Special Vanadium Tool See Rag dies oe every desirable 
0; 


feature: Correct Cutting Angle or Chasers or Cutting 
Teeth; Correct Throat Angle; and Ample “chip Clearance. Cut faster, 
easier and cleaner and back off smoothly without jamming or tearing. 
Try a pair and you will use no others. Fit all standard stocks of 
the Adjustable type. 

WRITE FOR CATALOG P-10 


ARMSTRONG BROTHERS TOOL COMPANY 


“The Tool Holder People” 
314 N. Francisco Avenue Chicago, U. S. A. 





Robertson “Horseshoe Magnet” Hammer 











THE HAMMER 


{| 30 i= C_——} HOLDS 


THE TACK 














The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 
“Name and design trade marks registered U. S. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 




















PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing 
Jobbers of the country. 
Samples and prices on re- 
quest. 





° 2951 Carroll Ave., Chicago, Ill. 
The Paine Company 79 Barclay St., New York, N. Y. 








Known and Trusted 
for their unfailing 
accuracy™ 
IBS 


BROWN & SHARPE 
Mele) A 


‘World's Standard of Accuracy” 


SAMSON TRAOE MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


Nate) = an OO). 0D, 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 
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lassified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Each additional tach boennbanes s00% 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and po te 





Set Solid, Minimum of 5 lines.... 
Each additional line 
All Capitals, Minimum of 5 lines. . 
Each additional line 
Average 10 words to a line 
Allow One Line for Keyed Address 








Hardware e, Classified 
tanities, 239° West ¢ Sot St. Rew 


Discounts for Classified Advertising York C 
4 insertions, 10% &; 8 insertions, 15% 
oe 





Harpwars Acs is published each Thursday. 
Forms close Nine Days previous to date ef 





Remittance Must Accompany Order publication. 


Samples of merchandise, literature, on etc., requiring more than ordinary reforwarding postage should not 
addressed to box numbers. 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





FOR SALE:—Hardware Business established two (2) years, near 
Philadelphia, in town of 5,000, 10 manufacturing plants, center of large 
farming district, located in a growing section 1 mile from the one other 
Hardware Store. Inventory $8,000. Reason for selling, other business 
interests. Address Box I-556, care of HarpWARE AGE, ew York City. 


AVAILABLE. A capable man with background of fourteen years gen- 
eral sales experience in the ney ne field wishes to associate himself with 
manufacturing concern. No objection to selling. Woyld make able 
assistant to sales executive. Itimate objective — work. 
Address Box 1-553, care of Harpware Acg, New York City. 





UNUSUAL HARDWARE OPENING—A fine business city in Ark. 
of 2500 population, a county Site and surrounded with a good farming 
community, with only one place to buy Hardware, Tools, Furniture, 
Field Fence, Farming ‘co Stoves & Ranges, Harness & Saddlery 
—Nothing for sale but if interested in an unusuall good hardware lo- 
cation, Address Box 1-557, care of Harpware Acz, New York City. 





FOR SALE RETAIL HARDWARE STORE—Located in the heart of 
business section _in Long Branch, N. J. Clean stock, good business. 
Price is right. Exceptional Opportunity for a Hardware Man. Address 
Box I-558, care of Harpware Ace, New York City. 





HARDWARE, et and Heating business, in good town, doing 
over $5,000.00 per month, long cars in present ——’ will’ reduce 
stock to suit purchaser ‘if necessary, o portunity £ or the right 
party. A. G. RSYTHE, Broker, Milas, Mich. 


POSITIONS WANTED 











a 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


= 


EVBRY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WHEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 


the =e 


iP 














SALES MANAGER 
BERCUTIVE. ey err Me FOR_ IMMEDIATE COs 
NECTION TH eat S know SELLING TO HAR 
WARE OBBERS FAVORABLY KNOWN FOR OVER 14 YEARS 
AND HAS H ay ah ENDORSEM ENTS. TRAVELED EN- 
Aire COUN AND SUPERVISED SALESMEN. SALE 
F CORPORATION REASON FOR AVAILABILITY. . LOCA- 
TION IMMATERIAL. ed BOX I-534, CARE OF HARD- 
WARE AGE, NEW YORK CIT 














DESIRE a position with Hardware Manufactory to travel, have 
travelled Southern territory 15 years and can furnish best of reference 
and forty years old, married. Address Box 1-519, care of Harpware Ace, 
New York City. : 





SALES ACCOUNTS WANTED 








HARDWARE M’F’RS REPRESENTATIVE § 
SEEKS ADDITIONAL LINE FOR NEW YORK ‘ 


A substantial reputation Sixteen years contact leading 
hardware jobbers will entertain connection only with , 
well known concern—preferably — line—terri- 7 
tory—New York State—New Jersey—Philadelphia— , 
Baltimore—Washington, D. C. 7 
EDWARD WEINGARTEN—286 Fifth Ave., New York City , 














SALESMAN with extensive experience and established following 
would like to represent manufacturer of hardware or allied lines in Metro- 
olitan New_York district. Address Box I-561, care of HARDWARE Ace, 

jaa 


ew York City. 


SALES REPRESENTATIVES WANTED 











a) 
, WANTED REPRESENTATION 


By reputable engineering concern owning best chromium 
plating process now in use. Exclusive territorial arrange- 
ment on a liberal commission basis. Address Box I-559, 
care of Hardware Age, New York City. ; 














SALESMAN WANTED. Reliable man who knows Rope and be 
calling on responsible concerns—a good opportunity offers. Write, gi 
experience, references, and territory covered. Address Box 1-547, ie @ 
Harpware Ace, New York City. 





ROPE SALESMEN WANTED in all territories—100 per cent pure. 
Manila rope 17c. Ib. basis. Fast ving side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 82 South Street, New York City. 
(Foot of Wall St., and East River)." 





SALES AGENTS—Jobbers, distributors, salesmen, calling on factories, 
building, paint and hardware firms, paint dealers, decoratin: contractors. 
etc. Sell high grade cleaning compounds. Big demand, substantial 
earnings. Write Trojan Corp., 125-7-9 S. Market St., Chicago, Til. 





WANTED: Experienced, small tool salesman for Eastern Pennsylvania 
and Maryland. Give history of past experience in selling hardware 
—— age, salary, and send photograph. Address Box I-560, care of 
TarpwarE Ace, New York City. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
band tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acre. New York City, 
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The Old Time Hardware Store 


Back in 1885 in Filo Smock’s hardware store in Sleepy Hollow, 
they used to sit around the stove and swap stories. 


“Nothing to do till tomorrow” was the slogan in those days, 
and tomorrow never came. Customers were few and far be- 
tween. 


How time has changed hardware business methods. Now it’s 
copper store fronts, attractive show cases, modetn shelving, 
beautiful display racks and window displays that are “The 
talk of the town”. 


The only stories they have time for now are the merchandising 
stories and the window display suggestions that appear in 
Hardware Age. 


The ideas they get from these stories and window displays 
MOVE the merchandise. 


Hardware Age 


239 West 39th Street, New York, N. Y. 
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THE ADVERTISERS INDEX 


is published as a convenience and not as a part of the advertising contract. Every care 
No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 














A Bissell Carpet Sweeper Co..... — | Crescent Tool Co............+- -- G 
ee ae on OR NEES) BO isnnscd ces ese 2 —j|Cronk & Carrier Mfg. Co..... — | Gendron Wheel Co....-...0000- — 
Acme White Lead & Color Wks. — | Blaisdell Pencil Co. .......... — | Crown Cork & Seal Co.......... — |General Fireproofing Co...... we ees 
Addison-Leslie Co. ............ — | Bluffton Slaw Cutter Co....... —|Cyclone Fence Co.........0. + 1} General Wheelbarrow Co....... a 
FE AOR nds on cevoamers — | Bommer Spring Hinge......... ~- Getz Power Washer Co........ = 
Alabastine Co. .............0- — | Redkey Co, D. We....00055. - D eile WH 4. <so0s0snsen om 
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An Arch Punch 









2. 

ea 46. That Stays KEEN 
Ww 

oa Your customers’“Green Line” Arch 
= Punches will keep you in good 
= standing. Not afraid of the 
a hardest punching, they keep 
< 


their keen cutting edge. Made 
from one piece of the toughest 
steel known— 


KILBORN STEEL 


These punches are made in all 
sizes from %4” to 3” diameter. 
Finished in attractive green. 

We also make of unequalled 
special steels the best obtainable 
Saddler’s Punches and Metal 
Punches. 


The “Creen Line” 


includes Punches, Box Hooks, 
Drills, Cold Chisels, Screw 
Drivers and many other quality 
tools. 

Send for Complete Catalog 
and Prices. 


THE KILBORN & BISHOP CO. 
196 Chapel Street, New Haven, Conn. 
Manufacturers of the 


“GREEN LINE” TOOLS 


Reg. U. 8S. Pat. Office 
LE LEKKI MMMM IONE EEE LEME MEERA ALLELES 


DOMES 


Slide Softly—Silently—Smoothly 
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Better Than Casters for Furniture 
Seventeen years of constant 
sliding service without 
a complaint 





10c 
Set of 
4 





APPLYING 
Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 
21 Pearl Street New York City 

















Quality—Price and Profit— 
what more can a dealer ask? 


The best mechanics the country over know Lenox Screw Drivers 
—know that they can’t chip or bend—that handles cannot split. 
They know that the price of these quality tools is well within 
their reach. 

Do you know the profits you can make on a Lenox stock—how 
they’re advertised to your trade? Do you know what we'll do to 
help you sell? 

Just a note will bring you the details. 


“The Tools in the Plaid Box” 


American Saw & Mfg. Co., Springfield, Mass. 
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Always true to its 
name, SUPERIOR 
BRAND HARD- 
WARE CLOTH 
will build good 
will among your 


trade. 


It is always made 
of standard size 
round 
wires evenly 
woven and heavily 
galvanized. 





smooth, 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


UPERIO 
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igoer. 


The “Midwest”— AIN for 1930, Eclipse squarely meets 
latest of Eclipse Built present day Lawn Mower demands with 
Mowers is a sensational w m@gwers—a complete line—values that chal- 


value. It matches and f enge any competitign. 
outsells low price com- } ; 

petition—it performs 
—is built—is finished 
in true Eclipse fashion. 







ia: not mere 
any of th 
re Merch 


ance or luck that is bring- 
soundest ang most successful 
ants in the’ country to the 
Hipse Mowery exclusively. The 
tlipse is pSinting the way to a 

fe Mower business for 
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PUSHING A WEAK LINE 1S WASTING YOUR TIME 





Buy the Wooster line’ 


and stick to it! 


HE paint or hardware deale? who buys the Wooster Brush 
line and sticks to it finds that brushes soon become a really 
important and profitable part of his business. 


Wooster Brushes are made in all kinds, sizes and grades so 
that retailers and wholesalers can meet and beat competi- 
tion in every price class! 


With the help of Wooster jobber salesmen, you can carefully se- 
lect a stock of Wooster Brushes according to the needs of your 
trade, and KEEP your stock in line with the demands of your trade. 


WOOSTER BRUSH LINE HAS EVERY ADVANTAGE 


The finest bristles, selected.by our own experts in China, are 
used in Wooster Brushes, and remarkable Foss-Set (used exclu- 
sively in Wooster Brushes), holds the bristles forever! 


Why struggle along with inferior unknown brands when you can 
sell more Wooster Foss-Set Brushes that constantly build good 
will, repeat sales, new customers and more profits. 


Wooster dealers get the latest merchandising aids backed by 
powerful advertising in The Saturday Evening Post, Collier's, 
Popular Science, and all leading painters’ journals. 


Pushing a weak line is wasting your time—get started now 
on Wooster Brushes — ask your jobber salesman, write or wire. 


THE WOOSTER BRUSH COMPANY - WOOSTER, OHIO 
MAKERS OF GOOD PAINT BRUSHES FOR 78 YEARS 
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“TED THE TESTER” — 
188 pounds on a Wooster 
Brush and not a bristle 
came loose. This is an 
actuol test. 
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DOSTER RUSHES 


THE NATIONALLY ADVERTISED PAINT BRUSH LINE 





